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JFD package by Romar Skin Pak, Brooklyn—Pull and knob packages by Medalist Hardware Division of National Lock Company 


It puts a new complexion on skin packaging 


VITAFILM 


Low in cost, outstanding in performance! That's 
why countless new users will tell you: VITAFILM 
and skin packaging were made for each other. 
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BY 


William Longyear 


Morris L. Rosenblum 


Walter P. Margulies 


William Capitman 


COVER: 

Will tomorrow’s chicken 
lay the perfect package— 
pre-wrapped??? 


PACKAGING DESIGN 


look at tomorrow's packaging 


Cover photograph 

through courtesy of 
Venet Advertising Agency 
Photographer: Irv Barht 
Creative Director: 

Ben Morrison 
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A Look at Tomorrow 
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if Today’s Package Designs— 
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kor Today's 
Mass Packaging 


Purity with 
New Leonomy! 


Packaging Corporation of America now 
introduces a new paperboard consisting 
of a homogeneous blend of virgin pulp- 
woods. Through advanced new tech- 
niques this revolutionary new product 
offers substantial economies and meets 
a wide range of packaging requirements. 

New North-Brite Blended Paperboard 
is proving itself outstandingly as a more 
economical medium for packaging many 
products where quality characteristics, 
appearance and assured purity of raw 
material are essential. 

Development of specialized processes 
for production of efficient, lower cost 
paperboards is but one of the countless 
ways in which Packaging Corporation’s 
concept of Planned Packaging produces 
better packaging... more sales. Whether 
your requirements are large or small, 
regional or national, we welcome the 
Opportunity to-help you. 


Packaging Corporation of America 


1632 CHICAGO AVENUE «+ EVANSTON, ILLINOIS 
Cartons + Containers + Displays + Egg Packaging Products + Molded Pulp Products + Paperboards 
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DESIGNER’S SERVICE 


Here are booklets, samples, design aids of 
various kinds available to you from pachag- 
ing companies. After selecting the items 
you want on this page, check the correspond- 
ing number on the form below. Fill in your 
name and address, and mail. We will for- 
ward your requests. 


COMPACT PHOTO STUDIO 
An eight page booklet describes the ‘Filmostat’”—which is a 
stat camera, film process camera, enlarger, contact printer, 
and “Lucy” all in one. Statmaster Corp. (A-1) 


METALFLAKE PAINT 

Metalflake is a new paint composed of minute, precision cut 
particles of coated aluminum foil. When mixed with lacquer, 
it can be applied with standard paint spray equipment. The 
Dobeckmun Co. (A-2) 


CELLULOSIC PLASTICS 
A description of Tenite cellulosic plastics and their application 
in commercial and industrial products is given in an eight page 
pamphlet. Eastman Chemical Products. (A-3) 


MOLDED TRAYS 

Trays are now being molded in one-piece with custom formed 
cavaties to gently cradle fragile products. The Pantasote Co. 
(A-4) 


FLUORESCENT INK KIT 

A brochure shows color charts of various fluorescent ink samples 
for gravure, letterpress, and litho printing. Switzer Brothers, 
Inc. (A-5) 


FLEXOGRAPHY EXPLAINED 


A 31 page pamphlet is offered on flexo printing, its fundament- 
als, inks, and types of stock to use. Coates Bros. Inks Ltd. (A-6) 


MOLDED PULP SHAPES 
A 12 page booklet tells how you can take advantage of auto- 
mated packing with molded shapes. Suggestions on molded pulp 
in various package designs are offered. Keyes Fiber Co. (A-7) 


DESIGNER'S SERVICE CARD 


PACKAGING DESIGN 


1519 Connecticut Avenue 
Washington 6, D. C. 


PLEASE SEE THAT | RECEIVE, WITHOUT OBLIGATION, 
THE ITEMS CHECKED BELOW: 


Al Aé O All 
A2 A7 Al2 
A3 A8 Al3 
A4 Ag Al4 
AS AIO 


PACKAGING STOCK 
Luster Board is a stock that offers advantages of smooth fold- 
ing, fast ink setting, and maximum fidelity of half-tone repro- 
duction. Samples are available. S. D. Warren Co. (A-8) 


INDUSTRIAL ADHESIVE 

A general purpose industrial adhesive called “Miracle CA-25 
Contact Cement” has been found useful to bond plastic lami- 
nates to wood, metal, plastic, or glass surfaces. Miracle Ad- 
hesive Corp. (A-9) 


TYPE FACES 
A new edition of ‘Type Faces” has 54 pages, and shows the 
design of each type face in one line specimens, plus sizes avail- 
able and method of composition. The Composing Room. (A-10) 


ALL ABOUT GLASS 
Glass, one of modern man’s most useful products, is the subject 
of a recent book entitled, “The Story of Glass . . .Bottles and 
Containers Through The Ages,” by Elisabeth Hodges. Glass 
Container Manufacturers Institute, Inc. (A-11) 


BAG SELECTOR CHART 

An automatic bag selector chart is offered that shows various 
applications of 21 different stock polyethylene bags. Sizes and 
uses are listed. The Dobeckmun Co. (A-12) 


POLYSTYRENE USES 
A folder describing the features of biaxially oriented poly- 
styrene film is now abailable. Suggested packaging applica- 
tions are mentioned. Visking Co. (A-13) 


POLYMERIZATION TECHNIQUE 
Performance and property data are offered on abuse and chemical 
resistant styrene-based molding and extrusion materials. Mon- 
santo Chemical Co. (A-14) 
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MAZOLA MARGARINE IS ANOTHER FINE PRODUCT OF BEST FOODS 


a 


REYNOLDS ALUMINUM 


The beautiful Mazola® Margarine foil carton irresistibly evokes a Quality 
Image of the product. Its dominant feature — the golden ear of corn — 
exemplifies not only Reynolds fine gravure printing, but also Reynolds 
distinctive Register-Embossing. See how Reynolds Aluminum packag- 
ing will enhance your product’s Quality Image. Call any Reynolds sales 
office. Or write to Reynolds Metals Company, Richmond 18, Virginia. 
/ Seal tells all! 


Watch Reynolds TV shows: “HARRIGAN AND SON" Friday evenings, “ALL-STAR GOLF” Saturdays, ABC-TV. 
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PACKAGE DESIGNS 


Beginning on page 23, packaging 
design leaders take a “Look at Tomor- 
row.” Since tomorrow's progress 
hinges on today’s activity, we present 
package designs recently created by 
some of today’s top package designers. 


VINTAGE CARS FEATURED 


Old-fashioned glasses decorated with antique 
automobiles are packaging a special line of 
5¥%4-ounce So-li-cious imported Spanish olives 
(stuffed queens, plain queens, and stuffed 
manzanillas). The wide-mouthed reusable glass 
eliminates the “fork” method of extracting olives 
from traditional tall-style bottles, and does away 
with the need for an additional serving dish. The 
complete set of glasses includes eight 2-color 
replicas of early 1900 vintage automobiles, two 
on each glass. Customers may thus colect matched 
sets. A snap reseal vacuum closure assures ease 
of resealing and leakproof refrigerator storage, 
and serves as a label for the product. 

Designer: Continental Can, New York, N. Y. 


BILLBOARD FOR SLIDE RULES 


A favorable early sales response was the result 
of this attention-getting package to introduce a 
$25 slide rule. The three-element folding carton 
features a self-contained billboard for in-store 
display, and a triangular window for product 
visibility. Surface design is varnished 
red, yellow and black. 
Designer: Container Corp. of America, 

Chicago, Illinois. 


BEAR BECOMES BANK 


A package designed in the shape of a bear to 
appeal to adults and children from 2 to 80 
comes equipped with a shaker top polyethylene 
fitment which is slotted to accommodate coins. 
The screw-top closure serves as the bear’s hat 
and has a space for price marking. It carries the 
message, “Mr. Bear’s a bank, too.” Back label 
also calls attention to the bank feature. 
Twenty-four jars are nested in an easy-open, 
easy-to-price shipping container. Inside every 
container is a dimensional display of Mr. Bear 
himself designed with a broad base on which to 
stand the jars. A “bottle topper” that doubles 
as a price marker is also included. 

Designer: Owens-Illinois, Toledo, Ohio. 
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new twist for a hair-do with 


.-.-BRITE-PAK 
ENAMEL COAT 


A proud, perky package with an attractive, snowy-white 

interior enhances the feminine appeal of Fancy Free, 

the new professional balanced permanent wave by Helene Curtis. 
This is another reason so many smart women find 


Fancy Free hard to resist. 


The Fancy Free package ... beautifully produced by one of 


our customers... uses Brite-Pak Enamel Coat bleached board 


to obtain the extra sparkle—inside and out— eT: 


that means so much in sales. 


Enamel Coat’s smoothly gleaming surface is 


unsurpassed for fine, full color process printing 


and for brilliant illustrations. 


Yet, it is truly economical. 


x 


To see how Brite-Pak Enamel Coat can help you upgrade ft 


your packaging, write to Bleached Board Division, a, _— 

West Virginia Pulp and Paper Company, 230 Park Avenue, ¥ oN“ 

New York 17, N. Y. 
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West Virginia 
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PACKAGE DESIGNS 


AND CONTENTS VE SéCONDS 


CONVENIENCE STRESSED 


This package features a convenient 

easy-open way to remove 

well-known water-soluble bleach packets, 

and a handsome innovation in the 

convenience feature is a press tab 

on the face of the package clearly indicating 

a tear-strip which permits easy access 

to the jackets, yet keeps 

the package tidy and the remaining contents 

protected. The design has also been turned on 

its side, to make it easier for the grocer to stack, 

and easier for the housewife to see on the store 

shelves. The printing of the aluminum foil 

laminate over-wrap is done with glossy transparent 

inks which allow the full value of the foil to 

show through, with a sparkling sheen. The foil 

is heat-sealed for greater protection. 

It prevents moisture either in transit, 

on grocers’ shelves, or in the home. 

The “new look” of this re-designed package 

helps make display and stacking easier, 

and helps add to its customer appeal. 

Designer: Lestoil Products, Holyoke, 
Massachusetts. 


A whitening agént—Calcofluor® White has been 
used to develop a new eye-catching carton. 
Since the whitening agent is a fluorescent dye 
used to make paperboard whiter and brighter, 
this detergent package is distinctive in that 

the whiteness of the carton is tied in with the 
whiteness of clothes. “White flakes for clothes as 
white as this carton” is the caption on the 
package which is also accented 

with gold side panels. 

Designer: S H & L Packaging Division 

New York, N. Y. 
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PACKAGING 


DECORATOR 


POPS 


Just this wrap 


Fractional packs (1), portion packs (2), billboard 
multi-packs (3), multi-packs (5), showcase packag- 
ing (6) and variety packs (7) are proven sales build- 
ers. Transparent bundling (4) saves money and 
permits instant identification, faster count. 
The variety of products to which these 
concepts can be applied is virtually unlimited. 
Ineach case it pays to use Avisco cellophane. 
Of all low cost packaging materials, only 


NAPKINS 


WATIETY Pa 


BUILD YOUR SALES NEW 
CONCEPT AND 


ISCO CELLOPHANE 


NOODLE SOUP_ 


SERVINGS 
EACH PACKAGE 


| NUGGIE 


FLAKES wheat DELIGHT CrREAL 


pei. 
Chispies. 


cellophane offers the combination of pure transpar- 
ency and sparkle—superb printability—protection 
tailored to a specific product requirement—and 
trouble-free performance on high speed packaging 
machines. Let us help you plan a new pack- 
aging concept to build your sales. Write to our 
Market Development Department, giving 
as much information as possible upon 
which we can tailor our recommendations. 


AMERICAN VISCOSE CORPORATION, FILM DIVISION, 1617 PENNSYLVANIA BOULEVARD, PHILADELPHIA 3, PENNSYLVANIA. 


SALES OFFICES ALSO LOCATED IN ATLANTA, BOSTON, CHICAGO, DALLAS, LOS ANGELES AND NEW YORK. 
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PACKAGE DESIGNS 


FLATTENING SPIRAL ENDS 


This gift carton of unusual formation is intended 
for promotional use only. It is being displayed by 
AIGA in a nationwide traveling exhibition for 
1960-61. Purposefully six sided, the silk-screened 
cardboard container has vertical white panels 
alternating between panels of green, blue and 
gold. Extensions of panels at top and bottom 
fold inward to overlap and form flat ends that 
open readily or close securely by pressure alone, 
without flaps or adhesives. Inside, a gift card 
explains that the carton is hexagonal to help 
introduce a new corporate symbol of two 
contiguous hexagons deriving 

from the crystalline shape of minerals. 
Designer: Morton Goldsholl Design Associates, 
Chicago, Illinois. 


Av 


SHAVE CREAMS GET NEW LOOK 


A successful design theme first introduced with 
an aerated shave cream has been extended to 
the tube and carton packaging of brushless and 
lather shave creams. The new design combines 
two light clear shades of green and blue, chosen 
for their refreshing and cooling qualities. To 
speed consumer recognition of the new packages, 
the manufacturer’s name has been increased in 
size over the former cartons, and special design 
treatment is given to the end flaps. As another 
design innovation, a narrow band of green 
encircles the lefthand edge of the carton, cutting 
off the horizontal direction of the design. The 
overall appearance of the carton has also 

been enhanced by using a new type of glossy 
finished board. The designers have alternated 
the position of the product names on the cartons 
and tubes to provide visual distinction between 
the lather and brushless forms of shave creams 
and the menthol-iced varieties of both. The 
tubes, while fundamentally carrying out the 
carton format of color combination and graphics, 
also have new conical caps: white for regular, 
and turquoise for menthol-iced. 

Designer: Francis Blod Design Associates, 

New York, N. Y. 
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DESIGN SERVICE... 
our piéce de résistance 


You expect the world’s broadest line of aluminum 
containers from Ekco-Alcoa. You expect immedi- 
ate delivery through its network of distributors. 

But what you may not expect is the service of 
our highly creative design staff. This is the little 
extra touch that makes Ekco-Alcoa the industry's 
most helpful source. 

There’s no such thing as a “stock” design at 
Ekco-Alcoa. Our designers treat each problem as 
an individual challenge. They work equally well in 
any medium . . . foil, paper board, plastic, heat- 
shrink film, what have you. This unique packaging 
service is available to all customers. 


Many of America’s leading merchandisers — in- 
cluding Stouffer's, Swift, and Kraft—are scoring 
in the market with original Ekco-Alcoa designs. 
We’ll be happy to show you samples of their 
completed packages. Write us for particulars. 


EKCO-ALCOA CONTAINERS INC. 


GENERAL OFFICES: WHEELING, ILLINOIS 
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PACKAGE DESIGNS 


CONTAINER FOR NEW PHONE 


A new one-piece telephone has a corrugated 

container designed to portray 

the dramatic styling of its contents. 

To create consumer interest, a 

die-cut triangular corrugated tuck container 

was developed whose structural design functioned 4 

not only as a merchandising unit shipper, but 

also permitted master packing. To portray the 

sophisticated concept of the telephone, striking 

designs in blue, yellow and black on white were 

created. Through the uniqueness of the structural 

and graphic design of this container, the 

manufacturer has achieved greater shelf display 

value and merchandising appeal. 

Furthermore, the company believes that 

the design factors have portrayed effectively 

the revolutionary characteristics 

of its telephone. 

Designer: Charlene Potter, Mead Containers, 
Cincinnati, Ohio. 


HALF-TONES ON KRAFT PAPER 


An example of upgrading “humble” Kraft paper 
is the half-tone cut on the plain brown paper 
bag which proved an effective point-of-purchase 
merchandiser for Sapporo Beer, product 
of a Tokyo-based brewery and Japan’s oldest 
branded beer. 
Designer: Walter Landor and Associates, 

San Francisco, California. 
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CRANBERRY PACKAGE 


A package design for Ocean Spray’s cranberry line 
has been created to utilize the cranberry motif, 
and increase the visual impact of the product by 
the use of a whiter coated wrapping and richer 
red to suggest cranberry flavor. The strength 
of the brand name has been 
intensified by a new two-tone blue logotype. 
Designer: Donald Deskey Associates, 

New York, N. Y. 
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Foods 
Cosmetics 
Drugs 
Tobacco 


Toiletries 


Pharmaceuticals 


.. and pouches of Alcoa’ Aluminum Foil provide today’s most effective barrier 
to moisture . . . protection needed to keep those instants instant. Fact is, Alcoa 
Foil serves to keep the moisture wherever you want it . . . outside if it harms 


the contents. . . inside if moisture or natural juices enhance the contents. 
And in combination with other materials, aluminum 


foil offers new economy and improved protection 
in scores of other applications. i 2 

CA) As a package designer, you have a vital interest : 
in the exploration of new materials and techniques that 4 


lead to better packaging, from both a functional 


keep instant foods and decorative standpoint. Alcoa has a particular interest 


in keeping you informed about the new potentials of 


instant aluminum foil, in working with you toward better packaging. 


When you think of aluminum foil, we ask that you think of Alcoa 


first... the company that will put its packaging experience . . . its 
research facilities . . . its merchandising and marketing knowledge to 
work for you. Alcoa... Aluminum Company of America. 


ALCOA ALUMINUM, 


BETTER PACKAGING 
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PACKAGE DESIGNS 


FOR MEN ONLY 


A masculine-type container for Gillette’s “Right 
Guard” deodorant features a lid-top in glossy 
black plastic, and a body of natural-tone copper. 
The words are in sharp white, the first against the 
copper, the second against black, and the third 
against a red background. Dimensions: 4 inches 
high and 2¥% inches in diameter. 
Designer: Peter Schladermundt Associates, 

New York, N. Y. 


FOR GARDENING NEEDS 


Imprinted with the operator’s name, these new 
flexible plastic bags are now available to the 
nation’s nursery industry. Ranging in size from 
5 to 25 pounds in capacity, they are made from 
tailored high density Marlex polyethylene and are 
resitant not only to moisture, but even to 
common puncturing. Priced by the manufacturer 
at 3 to 6 cents a bag depending on size, they are 
proving ideal for packaging grass seed, 
fertilizers, bone meal, and even small quantities 
of peat moss. For larger peat moss orders, 
polyethylene units which hold a full bushel of 
peat moss are available. 
Designer: Crystal-X Corp., Lenni Mills, 
Pennsylvania. 


INSTANT MARTINIS 


Individually packaged martinis that were carefully 
mixed, poured into a cocktail glass, embellished 
with an olive, covered with special plastic wrap, 
sealed to be spill-proof, and placed in a specially 
printed box with a styrafoam form to fit the 
shape of a cocktail glass appeared as a novelty 
at a plant “open house” recently. The packaged 
martinis survived tossing, catching, and occasional 
dropping. In fact, they survived everything but 
the thirsty guests. The stunt was planned by an 
advertising agency for a client who said he 
could package anything. 
Designer: Michigan Industrial Packaging, 

Grand Rapids, Michigan. 
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POSITIVE PACKAGING is the link between producer and consumer 
thru research, design and quality printing by WARNER BROTHERS 


The Warner Brothers Company | Packaging | 325 Lafayette St., Bridgeport 1, Conn.| New York City | Boston 
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PACKAGE DESIGNS 


Be 


PRINTED COSMETIC PACKAGE 


This new decorative container line 

incorporates a printing process whereby 

attractive designs are 

applied to the container prior to fabrication. 

After fabrication the design reproduction 

enhances the impact of the unique ribfoil package, 

To add feminine eye appeal, the ribfoil container 

can be bowed to a variety of sizes. 

Applications include powders, cotton, 

face cream, bath salts, or other toiletries. 

Designer: Ekco-Alcoa Design Department, 
Wheeling, Illinois. 


CARTON PROTECTS CONTENTS 


A disposable carton is being introduced that 

has been designed for one-way bottles and cans. 

Of one-piece construction, with partitions which 

fit between the bottles as an integral part of 

its structure, the carton provides 

extra product protection. 

Designer: Olin Mathieson, Packaging Division, 
New York, N. Y. 


LIBRARY IN A BOX 


Paperback books destined for foreign readers have 
been shipped throughout the world in metal 
edge boxes designed as orignal shipping 
containers, reshipping containers, and portable 
book shelves, all in one. A hinged lid swings up 
and away to expose the backs of the books for easy 
reference and handling. The boxes also carry a 
descriptive “how-to-use” diagram. The United 
States Information Agency is one of the largest 
purchasers of the books, having supplied more 
than 35,000 paperbacks to 164 libraries in 64 
countries. The portable book shelves are in 
almost constant transit, moving from hamlets to 
villages in all kinds of weather. The high strength § 
characteristics of metal edge boxes are ideally Pr 
suited for such rough service. The boxes are 
crush resistant, compact, and provide an excellent 
barrier against moisture. 

Designer: Educational Services, Washington, D. C. 


; 
ae 
=. 
— 
| 
| -ROPAY YNC 
| 
H 
| 
| 


kage, 


iner 


have 


5 to 
ength 
lly 


ellent 


D. C. 


-white sales appeal 
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package 


Pure white—inside, outside and all the way through— 
this attractive, sanitary-looking carton adds sales appeal 
to famous ‘“‘Tootsie Roll Ice Cream Bars.” \t was pro- 
duced by one of our customers in two-color letterpress 
on our new economy bleached board—Brite-Pak Hi- 
Yield Printkote. 

Made from 100% virgin bleached fibre, HiYield 
Printkote contains more square feet per ton than higher 
density boards, and therefore yields morecartons per ton. 
While superior in quality, cartons made from HiYield 


Printkote are comparable in cost to many packages 
manufactured from much lower printing grades of non- 
virgin fibre boards. 

Here is a new, economical bleached board that will 
add customer appeal where cost is a major considera- 
tion and printability a factor. 

See how you can upgrade your packaging with Hi- 
Yield Printkote—write Bleached Board Division, West 
Virginia Pulp and Paper Company, 230 Park Avenue, 
New York 17, New York. 
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Dobeckmun polyethylene 
bags provide the showcase 
for a family of quality sponges 
produced and sold by the 
Burgess Cellulose Company, 
Freeport, Illinois. 
DOBECKMUN polyethylene 
keeps the sponges soft 

and pliable by holding 
moisture inside the bag— 

/ at the same time lets 
customers ‘‘feel” the sponge 
y hout soiling or damage. 


packages for performance 


Dobeckmun custom polyethylene bags have helped hundreds of products capture the feeling of special goodness 
important to modern merchandising strategy. Vital to their effectiveness is Dobeckmun design and printing skill that crea 
the fresh, clean image that lends a mark of quality and endows with saleability. Put DOBECKMUN packaging skills to Wim 
for your product, with packages for performance from THE DOBECKMUN COMPANY, A Division of The Dow Cheng 
Company, Cleveland 1, Ohio * Berkeley 10, California + Offices in most principal cities. 
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For’ years’ hast and’ ontinuing into the. 


and’ women students now in ‘Colleges and design 


EDUCATOR - 
LOOKS AT TOMORROW 


Assistant Deen, rat 
x 


package ‘designers. are constantly improving. pack- 
ages, the future depends greatly.on the young men 


‘schools. Although package design: is a relatively 
‘new subject in, college curriculums, many gradu-~ 
ates occupy important packaging, ‘with 
‘and aloe corporations. . 


Pratt institute has been unable to meet 
‘the demand. for package designers. Inquiries are. 
«. for recent graduates’ and. also for experienced de: 
qualified for salaries into five figures, 


“Directors and many 
schools ‘have. little, knowledge’ of, or inter--. 
- @st in, package design. Few educators realize that. 
packaging is a. fifteen billion dollar, business offer- | Be 
unlimited career opportunities, The result is” 
_ that a limited. number of students are oriented OF 


art schools, within give in- 
, cidentat courses in package’design. Pratt institute 
‘is unique ih offering’ major course involving more 
fifty students each year. As: frequent inquiries 
Pare received from educators and businessmen 
garding the character: of this’ course, it is appro- 


Package are work by Pratt’ students. Above: Chinese package 
a mouth has pops open. Far lofts a tubular. the appropriate design for toy knights. 


"showing theme coordination, and set of four packages railroad theme 
having. train and cars containing children’s. toilet articles, Center picture 
shows. how a student solved. the problem of assembling merchandise 


‘ 
¢ 


and visits supplement't 


“thelr many subheadings on this list are as follows. 


.Packabe design at Pratt’ is an n important part of the 
four-year course ‘in advertising. design éading to 


a Bachelor of Arts, Degree. , Packaging is taken Wh 


by junior’ or third-year stuidents 'who have Had two. 


‘processes and appropriate academic’ subjects. it 


years of foundation study: in two; and three-dimen-, 
Sional design. ‘The course is: coordinated with) 

Color, lettering, typography, drawing, reproductive 
“Manufacturers Association, ‘which represents. 


vis: emphasized that broad design and general edu- , 
¢ation is prerequisite to ‘Specialization, 


The faciity’ is: of professional men 


_méet the faculty weekly for lectures and ‘demon-_ 
Strations ‘in packaging. Guest instructors, movies. 


first is: the: of the. stu- 
dent to. the Scope; opportunities and career poten- 
tials: dn packaging. Atcention is ‘called to. the 
_ several magazines and other publications, to which 
they “may, subscribe, or find: in, the convenient. 
Wbrary. Students .are: immediately introduced to: 
the practical, approach’ through the assignment of 
a project requiring direct contact with ‘retall. mar- . 


4), search of packagés which’'they: fe justify’. 


_ \fedesign. Jn the redesign procedure,’ certain iprin- 


ciples and objectives are established, such.as, im-', 


proved display power, legibility, ‘communication, 
and sales appeal. and these. are final 
‘in, package: redeSign, Eqch. session’, of the. 


plage’ resembles a miniature supermarket Setting 


“with old and:new packates masse’ for; 


fabrication, costs and 


‘ 


*/ 


and graphics have been applied to-the model pack 


wide variety of products to be packaged. 
a, broad range. of imatérials, methods. 


government, ‘publications covering | legal and ethi- 


‘cal, aspects, together with a check list of: more 


then one hundred! involved tn de 


iss Merchandising Considerations; (7) Factors in Ap 


Packaging, 


shop for merchandise which might be more aes 


age ‘designers ‘of. 


Product Characteristits; (2) Selecting Packags 
ing Material; (3) Production, Considetations; (4) 
Convenience: Factors; (5) Economy Factors; 


pearance; (8): Coordination in Package Planning: 
The Pratt course coordinated with practical, 
professionally assigned (projects. Typical. is: an 
annual assignment by the National Paper 
set-up: box industry, an important ‘of 
The project is out as, The 
provides ‘each student with a sum of money’. 


tractive or ‘salable in set-up boxes. . This merchat 
rangés from soft’goods through hardware ‘andl 
cositetics. Several : ‘pieces of associated 
dise are assembled into sets for packaging. Top ae 
Offi icials’ of the. Association and manufacturing-2 
introduce the. project through lectures 
vand movies ‘of practical plant, operations. As the, 
. Students: Create and build model packages around) 
the merchandise, these’ packaging experts 
“ment the professionel faculty by frequent criticism 
‘guidance. Students are informed ‘that ‘the: 
drop: test ‘to, ‘establish: ‘protection may be 
packages in development. Package material, 
papers, ‘board and accessories. ‘are provided 
femplained to, ‘the Students: After surface designs 


ages, ah eminent jury. of packaging experts selects’ 

outstanding ‘design: achievement, the basis 

financial and to students, 
\provided by the Association 
contributions the: student .foan: fund, jand an 
» Awards dinnér int a Manhattan’ club ‘attended by 
) mere Bene one leaders in set-up, 


are the behind thig farsighted 
2 They. are to call ‘the attention of the oad 

‘the future ’to’the career 

nities In-an important: aréa. Pratt profits; by tie 
generous: cooperation, and dir rect. participation, 
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Ape Department stores, like many with, the Store’s image or homogeneity 
are ina profit pinch, ‘Even ‘when, business with other packages—never a concern -with the» 
ical, good and the votume holds. up, the of package's size'in relation to the needs of display 
» Profit to. volume. is-nevér goed enough. ateas, detivery restrictions or just, 
the microscope for examination, The cost of pack- B. A is by. an aint, in the: 

aging, supplies and. packaging: of merchandise advertising department. 
Constantly being examined fas There are probably many | in 
A “How'can we save money dn this: package,’ and. partment storés who have an éxceptional, latent, 
oney still sell as many (or more)?"" as package designers and who, with: suffi- 
at 4 more money should. we spend ori -Cient time, could analyze the packaging problem. % 
hat: this. package to’sell many more (of the product). and design a good, patkage.’ But:their primary job. 
preter, profit? is designing: advertising—and. that probably takes, q 
oF taest..6f their time. "So the’ package is anv! 
ese two (of many) lead soul, extra assignment, to be knocked off between adver- 
“searching, and ih searching to: many tising drawings, The best this ‘artist ~ 


about: packaging in/a. department’store: 


‘Department stores generally do not have pack: 
aging, departments. on ‘their'staffs; 


ds 2 Department stores can't afford, the of 


‘packaging designers, Wihio’s, concerned’ with the ‘store's 
Department stores can't sfford’'the Everybody’ in'the store éven the customer, The 
plied ‘time required , by packaging designers. and» senidr executives are bancdined with expense; the 
erial, yet, department Stores need Pack looks, the-image of the store. Management, with 
sigh handling of the goods." 
4 they get looking ‘The ‘ts it worth: price? 
lects packaging? The answer, think; is in. | 
“about, this tater—but first . ATS MERCHANDISING TEMPO": 
ve few items/of merchandise ia’ store are. ee 
Now: DESIGNS Most PRODUCT pactéd to have:a'tong life (other than:classle 
d by “PACKAGING FORA: DEPARTMENT chandise.) «A: is, volatile and Contemporary. 
The bayer, ‘the, ‘an “his” ~aBvery merchandise: change, from 
counter fast: The manufacturer wants Obviously, ‘small ‘packaging are expensive 
diver! ‘it fast, at the ‘least. possible packaging 4. department Store.. Unlike a national manu- 
pense. "Hig box maker has an “artist” working for: whose distribution’ covers ‘the’ nation. or 
the it'free”’ the ‘cost of design—if ‘a, section the “natibn and who Can afford: a, 
absorbed: in the Gost ef thé’ printing change (in, quantity),a department Store 
ation pay: $75. for ‘the plates") anothercpackage | can’t; «and yet department stores need modem: 


\superticial surface, job. The heart the: problem, 
size; the shape; the weight of stock, etc., 
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store? Where can ‘they afford time? money? Too packages reso | 1 
“The. answer ‘lies. in the packaging. of their ey 
‘The g great emphasis: in the few in when Macy's sees a situation, Macy's face’ u upto by 
“tailing in general and department stores i in partic- it and ‘something about it—wholeheartediy 
greater bea profit margin: committee. Our objectives were: 
The need merchah Consolidate: the: entire list. of. names ‘into: me. 
and individualized. Create logotypes. for the family names for cone 
ina specific. marketing sistency of design’ and taste’ level. a 
The freedom of pricing flexi bility: to uit ‘Redesign labels arid packages for alt ve 


parent store’s own timing requirements. hs ‘products quickly as 
Create family: groups of packages. 
the words largest ‘store—has always Create: flew package formulas’ “long term 4 
Ateved in: the merchandising of its: dwn ».design projects. 4 
from: liquor. to diapers, from ‘batteries td. sheets, Re-evaluate every package for size and ‘shag 
notion’:to furniture.; Hundreds of products. "consistent with economical shipping practicgs: 


“all over the store... all tested: and: approved for Consider shape of packages for existing (as 


specifications by Macy's own: bureau. of standards® “well as ne) self selection foctures, 
yand all. priced to conform to: Macy's: ‘price policy 


shopping office, It now -has three. This. is now a’ continuing 
“gram, ‘Every own brand packaging project. must be 
Macy’ took a long at its own, brand requisitioned ‘through ‘a ‘controlling point, event 
yas ago, ahd was appalled at what it design :must ‘be approved before going to: press 
A complete ‘of previously wel “\Huridreds of Jabels; tags and patkages have 
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ketplace, They are: (1) The use of exterior and 


interior design. to create @ pleasant) atmosphére 
for. shopping; {2) Emphasis on) autornation geared. 
‘rtd, speed up, the mechanics of shopping; « 
stop shopping for all of the family’s néeds; includ-. 
“ing services as, well aS goods; and. (4). Establish- 
: ment ofa unique store identity through the use 


shaping the store of are invevi- 
dence today, and. are dictating a-new fype of mar-,., 


of all visual’ communications; ‘including advertise- : 


which we 


3 “an array of butcher's’ tools, lend an Early Ameri- 
atmosphere. Soft, pastel colors; and materials 
sisnulate real Woods and: marble, further en- 


ate the Charm of old’ speciality shops, which, .. 
subconsciously, the Consumer has ‘missed. Anew. © 
Kroger, Supermarket in Evanston, Ill, 
just designed, is an éxample of “stores-wi thirea-) 
store” concept. ‘Accessories; such as brass chan- 
‘detiers, enlarged old time wood cuts, an old farm-- 
cart in the prodiice department, canopies, and 


‘In efféct,. the’ store of will ‘he 
make’ shopping more pleasant and 
~The big barn-like Supermarkets, as we know them 
today, will’ givé way to a unit of Stores. 
within- a-store geared: to offer all types of services" 
to ‘the community. it saves. 


pear. There wilt be strobe on the 
personality the store, using asia, major 


we picture the future supermarket as a 
‘ground floor malt, in a landscaped) park and 
-shielded from the sun by a heated (or air condi- 
tioned). canopy, containing the multiple: depart-. 
which supply. the family's daily wants—in 
food; soft: goods. and hard goods.’ Food and grocer- 
will sold in individual shoplets—meat,. » 
_) baked goods) dairy. products, candy and cookies, 
 produce—each. an autonomous enclosure. deco- 
‘rated to suit the particular product: Drugs: and é 


beauty items come next: Household .neegs> will 


_ Be supplied by housewarés and soft goods depart- 

ments. Clothing in separate “‘stofes” each special- 

izing”in product categories, and in. various price 53, 
categories, will “be .be. an integral pat: ‘of this. 

“marketplace. 


We already see a es in: this direction. with the 


mammouth one-stop shopping centers now “in = 
existence: Though on the right track, We feel that 
most of these centers, have just “growed” and, as 


a result, suffer from overlapping services and an 


absence of some. essential shopping’ needs to 
make: complete, unit, On the whole,.they are 


unwieldy and uneconomical.‘ Architecturally, many 


are ‘eye-sores.. to the community, «However, -they 
have proved that ‘food stores do better when. there 
is a- traffic pull and beyond their 
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“We feel thig in'the appear. 


_ all theme, yet personalizes éach individual “store.” 


Services. The long absent, and. missed, friendly’ 


Along witty this trend towards 


and store. The ‘containers will be fashioned , in” 


‘concept lies.in the planning: (including, 
of the community where such ‘a :Store is 
being contemplated), management organization, 
the overall design -of the mall, Foresight ean 
tong way to cut management costs, and, at 
the same time, result in avunit which hag an over-. 


With the. inevitable increase of automation—eyen 
push ‘button buying” and automatic check-out 
systems—will come a return to, mote personal: 


svbutcher will return to advise women about meat” 
“cuts. Employees will ‘carry, packages: to the Car 
customers. Parking facilities ‘will be enlarged, 
cars wil be washed while the 


market will be: ‘higher-type, mercharidise, more 
«quality packaging, arid’, bette’ displays for the 
goods, food: line, for’ example, ‘there will be 
big increases in gourmet foods, Corivénience as, 
frozen foods. There will: wider variety, 
fewer brands within the, categories: Inferior 
““metooism” brands, if ‘cluttered, cheap looking.’ 


Consumer., They: will. be easier to'handle, open 


‘new shapes; made from ‘exciting new materials, 
that the: housewife ‘can. tise.’ many ‘of ithe products 


ace of the store, and the products offered within, 
is being dictated by the public. -Not too long ago. 
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most for the least and they were willing to forego / 
service for the savings involved. Supermarkets, 
during’ ‘the Thirties; caught the national tempo; 
_offered cuistomers all. their food shopping. needs 
under one roof ‘at’ prices family owned grocery 

Stores could not meet, formula was 
eacgessful 
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family wants convenience and a pleasant atmos: 


that personal incomes are rising: and‘ more. money 
_ automatically results in tastes. more sophisticated « 
and demanding. It’ also’ results in-more leisure 
time where ‘all shopping is..competing. against 
- travel, expensive new hobbies, services and: cul- 
‘pursuits. {n effect, this new customer is... 
to have. to wooed: and, Wea. 
‘These “changes: of ‘Course, wilt This’ 
“new all-in-one marketplace which we have dis- 
cussed is not-going to-replace the individual store, 
anymore :than the supermarket at’ its peak. wiped - 
(all the “mom and op” stores. 
‘But total is in, 
"§ New. buildings ‘are going up. with shops, theatres, 
restaurants, garage facilities built, right in at the 
beginning. ‘Anew supermarket in. Denver is: going 
up| with, among: other: things, a. central “pick-up. 
service where drivers at it ot 


Fore 


Stiopping in the it takes the custo- 
mer five minutes. or is an-all-day: event, i is going to 


“be easier, and more enjoyable. The development’ | 
of these’ markets’ will’ be, we feel,’the most dra)’ 


and exciting development in. 


phere in shopping. The incontestible fact remains i 


Sixties. 
+ ai 
+ 


i 


particularly imagery, plays 'a role in changing con: 


of the product, expressed iin ‘the, label design). 


looked at the product-—is due in’ some degree to. 


aS ToMonnow's CONSUMER 


ph 


To what the consumer wants in’ 
"packaging to understand: what the consumer 

wants from life. it’ iS easy to: limit the problem 


‘aid’ say the consumer wants better: opening de! 


i 


vices, more legible Jogotypes, more. protection’ 

from the ‘product. But while these are very real» 
{preblems for. both designer and packager, itis the- 

Changes in sociéty which will affect: 


“Thus, because: of the of 
“social forces, wé: find reflected in’ the! packaging 
world a heightened pace. There is on -the-part of 


the population a Continual expectation of change, 

of ‘dynamic movement, of a seeking for'evidence © 

y and for réassufance—in the market place itself—_ 
“of the changes sii are taking place in society: 
ready we-sée the signs of this. Companies which 

‘brought out packages of startling freshness a’ few 


ago find that already people consider them 
bel somewhat old. and shoddy, and. that a 


of ‘this, Yelated'to the tact thet 


Samer tastes, perhaps a far more. significant role. ci 

than designers or manufacturers realize. We have. 
just witnessed ‘such change. in, the market fon i 
food product. ‘Here’a new, hearty, vigorous con- » 


| helped to this’ product from’a limited snack: 
dish: to the highest’ status the hese three rantings) 

wife main dish” part ofa test series ‘weed 
“That the package: was: sible to. do this \ Tink between package and: 


“the fact that._people have today a sharpened aware: more easily shown as. 
, Ness of packaging itself. When a: new package.“ 
“comes out, shoppers, are highly conscious of: the 
y fact, and pass judgement on the way it looks and 
works,-and how-well it expresses the way in which’. 
the product fulfills their needs. ‘This ‘means, again, 
that, there is ‘gréater expectation of 
“change, that manufacturers will find'a way to 
«Out new atid. 
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But coupled with: this desire for change, particu: 
_larly on the part of housewives, is a stronger sense | 


of value than ever before. Today's: ‘mother is the 
guardian of a nuclear family alone ina world of 


great pressures and anxieties.» Her virtue’ as a, 
_ guardian is expressed when, she shops. She is 


quick ‘to resent packaging. devices ‘or. materials. 


° that. seém extravagant or wasteful; for. she feels 


that she as the consumer, will pay for this extrava- 
gance. On the ‘other hand, graphic imagery that 


shows her for example, product may save 


‘her time, precious is. wel- 


She is also keenly ‘responsive to. packaging . that 
gives her a sense of the experiences she 


brings to the’ family.” 

the values the Contemporary con- 
siders’ important, and will continue to: deem im- 
portant: on an is that: of good 


“Today's public. is ever more sophisticated, and» 


shows this increased sophistication in its response 
to! good 


Good taste is ona new range’ of values in 


packaging. The ‘consumer resnonds to a well: de- 


signéd package on the shelf and weighs the beauty’ ae 
Of a package when displayed in’ her home as one - 


of the reasons for, its peine good Yetus: 


Finally, packaging is, affected. by the increasing 
individualization and segmentation of the Ameri- 


can’ population, Just ‘as ‘sociologists no* Jonger 
~ make. crude. divisions as ta economic. income, 
packagers ‘must realize’ that: the days of the “mass; 


package” are dd6omed. ‘The: universal Coca-Cola 


bottle is already giving way to‘other Shapes, other 
desigris, which express. the needs of various groups 


_ in our population who require diverse satisfactions 
froma soft-drink. People are welcoming products. 
packaged in ‘such a manner as to pinpoint the 
‘special interests of their social: class, cul- 
tural interests, etc, 


about the generalized, ‘universal - symbol,-more 


about the changing ‘symbolism of» the shifting; 


re 


Designers must think less 


{ 


fk 


will’ mark tomorrow's. packages, 
itself will be: looked ‘as’ a major 


Change. National know-how. can, deliver the goods 
to any ‘request, ineed, demarid. We: knowhow. 
‘package value and less to material’ costs. Utility, 


make it. The question is: Do’ We know how to’ 


it is the central theme of; this forecast that. 


3, 


the great, creative selfing ideas necessary to main-’ 


tain.a stable economy have failed to keep abreast 


of production's advances, The fine balance 
“tween, output/and needed in-a‘healthy: 
is being seriously, impaired.’ [7]. What has 
“this: to do ‘with the future of packaging? Simply, 

‘that this condition is leading us. into an. era where 
feed for great, selling ideas will be paramount. The 
onext ten years Will be the goldeneta of marketitig. . 


“Fhe Challenge. to meet, the “need to sell” willbe. 
than ever, Only those-products ‘sold with 
intelligence, imagination ‘and: _ forethought’ will? 
from the: shelves., “Therefore, ‘all, must’ re- 
Jearn the basic philosophy of creative’ selling: that: 
buy ideas, not’ products. And where 


thescreative ideas of selling. come. from? They, 


now. and: might, be projected. to exist+in the. 


contend. that we. must look. back’ ‘before, 
Can forward. We must re-visit the market- 
Places and re-evaluate thé buyer. {The first trend. 
Indicated ‘in tomorrow's. packages” is ‘in. its size. 
Qurren tt is generally too, big. ‘The. trend, will 
for packages. to get smaller; until the’ “large, 
economy size” fs as old-fashioned. as player 
Color.will play. a big part'in tamorrow’s packaging, 


Manufacturers’ are just) beginning ‘to learn of the’ 


_ importance. of color’ ‘and ‘human ‘responses..to 
Color contrasts, between, the packaging board andi 


ing colors. ahd optical brighteners, along with 
“ative design ahd the use of fanctional yet unique 


“We five, in and’ age a incredible Package design for ‘future needs will 


phasis on building function into every package 
element with more, ‘concern: being: directed t 


in terms. of product protection and consumer cond, | 
combined with creative and aesthetic 
‘qualities in, surface’ art) are’ the factors which will: 
enhance package acceptance. And: the ‘package: | 

‘will: more accurately communicate product qual)’ 
“ity, value and use. [7] There will be continuing and / hi 
intensified emphasis on’ custoni-taflored 
‘requiring higher levels of knowledge about prod: ' 


“uct: manufacturing, ‘distribution and marketing: 


fot-expect : revolutionaty changes, but do look for 


refinement # ‘in techniques and great sophistication 


‘in designto add real vatue: to the product: throtigh 
packaging: Material “suppliers will continue 
their .work in package’ design concentrating 
basic research—¢reating new and-improved 
and’ spécial coatings: and formulations to meét 
‘closely defined needs ‘of specific product’ groups) 


“and, ‘toward developing: packaging concepts and? 


structural designs: the past few months, for” 
example,’ new films | ‘have: ‘been. .,introduced for? 

arp and. abrasive type prodiicts, and. special, 
polymer-coated cellophanes to. retain. 
“flavors. and. aromas jin such ‘products’ as. coffee), 

snacks, and candies, have. been developed: 

is expected’ that ‘there. Will: be. a sharpening ‘of tha. 
designers’ tools and technical know-how; a “height: 
ening: of ‘shelf space competition, and exception Sy 


printing on it can cteate awareness, sometimes: 
even’ subliminal, ‘of, its’ existence’ and draw the 
“Consumer: to it ‘as if magnitized. With packages’ 
getting smaller-and: fighting for’ space . and atten:) 
"(tion ‘on the ‘supetmarket shelves, the’ lise of dazzi-. 
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Associated Industrial Designers 

Robert Goldberg 

Surface illustrations on package designs are mov- 
ing, like modern art, into a compromise between 
pictorial reality and symbolic shapes. As a result 


' @ new “human interest” style is emerging that 


will receive more attention by creative designers 


-during the next decade. [1] Current technical de- 


velopments in high fidelity plate making and 
printing have, at this writing, unfortunately pro- 
vided a climate for design mediocrity. More and 
more of these photographs on packages reveal a 
standardization of design that is lifeless and 
uncreative. Camera realism encourages precise 
reproductions but limits individuality. [] On the 
other hand, purely symbolic shapes with strong 


_$Spacial contrasts, although pleasing to artists, 


create a cold atomosphere that fails to motivate 
consumer purchases. They spotlight attention 
from among other packages in self service stores 


. but fail in the all-important function of sustaining 


consumer interest long enough to provide suffi- 
cient selling communication. (] The new “human 
interest” concept simplifies illustrations on pack- 
ages and reduces them into basically comprehen- 
sible forms. As an example, in a tea set package 
we recently designed children are illustrated in 
flat simple shapes. Round circles are used for 
heads, dots for eyes, crescent shapes for mouths, 
etc. Yet, the children are emotionally appealing. 
In this package, the center panel is . removable 
to provide a full display view of the dishes. A 
large flat graphic saucer and tea cup is pro- 
jected on a table cloth background. This design 


i concept breaks from realistic illustration or non- 


objective shapes to produce a warm, interest 
sustaining package design. [] In the line of toy 
packages we designed, the actual toy items are 
illustrated using flat geometric shapes that give 
the “feeling” of the item. The illustrations are 
artistically distorted to make them even more 
appealing than the actual toy. 


Dave Chapman, Inc. 

William M. Goldsmith 

Packaging should strive to be more satisfying to 
the consumer. [] In what specific ways? Provid- 
ing a specific answer would only be naively pre- 
solving the major packaging design problems that 
we face day in and day out. We can state that the 
consumer's needs are in areas of both function 
and for pleasure and/or emotional response. Few 
packages on the market today satisfy both of these 
needs. with ingenuity. [] When we suggest that 
both of these needs might be answered, we do 
not in any sense overlook the practical and physi- 
cal limitations of materials or production equip- 
ment that may currently exist. Nor do we suggest 
that the product itself must be squashed, elon- 
gated or given new configurations simply to meet 
the customer’s or the designer’s idea of what the 


total package “should look like.” We do suggest | - 


that a more serious effort to provide creative 
answers to packaging problems can offer valuable 
benefits of pleasure and use to the customer as 
well as increased sales for the merchant. [] For 
example: The supermarket shelves today are filled 
with packages that differ only slightly in the 


graphic treatment and product names exposed to 


the consumer. While the containers themselves 
are similar, the products may cover a broad variety 
of products entirely different in their nature, their 
appeal and their end use. ([] Two changes in pack- 
aging that we might predict are both marks of an 
increasing pace in current trends rather than pre- 
dictions of innovation. [] In the future, we feel 
there will be a great increase in the amount of 
packaging for multiple-unit sales—the twin-pack, 


the six-pack, etc. This fact is supported not only . 


by. the knowledge that the consumer has more 
money available for stocking goods: in the home 
but also that the cost efficiencies of multiple sales 


will eventually induce the consumer to share, the 


savings. Another difference will be in the improved 
appearance of packages suitable for use on the 
table and about the home. [7] Most packages today 
are used as small billboards for the manufacturer, 
blatantly displaying continuous commercials which 
are disturbing, unattractive and not at all in keep- 
ing with the home environment, 
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A LOOK AT 
TOMORROW'S PACKAGING 


Container Corporation 
Lony Ruhmann 
In the next ten years packaging will play an even 


_ more important role than it has in the past in 


reflecting and defining our way of life and our 


- economic philosophies. Packaging’s influence will 


reach into all phases of production, distribution 
and consumption. It will become a major concern 
of top business managements’ decisions. [] The 
potential contribution of packaging to overall busi- 
ness success especially wilt become a critical 
point of evaluation. Wholesalers and retailers will 
want to obtain increased efficiencies in warehous- 
ing, inventory controls, pricing and handling of 
goods—in other words, labor, space and materials. 


(1) Manufacturers will more accurately define the . 


roles of their packages in the total selling and 
marketing function. Accordingly, through research 


‘and expert design counsel they will obtain maxi- 


mum returns from their packaging investments. 
Consumers will primarily look for convenience 
and, in a secondary sense, for more advertising 
discretion. [[] The trend to packaging with a dual 
function of selling at the point of purchase and 
complying with the visual decors of home environ- 
ments will increase. [] Producers and creators of 
packaging will increasingly tend toward integrat- 


_. ing their efforts. The best package will not be a 
brilliant engineering concept or a superior visual 


design but a composite of economies, aesthetic 
appeais, technical adaptability and marketing effi- 
clencies. Therefore, the professional packaging 
department under high level management, en- 


compassing designers, researchers, engineers and © 


marketing experts is well in the making. 


Continental Can 
Steve M. Barker 
More built-in convenience, more use of combina. | 
tions of materials, bulk unit packs and greats 


package distinctiveness—where possible at low 


cost to the packer—are package design objectives 
foreseen by our designers. [] Clean, tastefully. 
executed designs are increasingly in demand, with 
a decided trend in metal package design to use 
transparent colors that take full advantage of the 
various plate surfaces available in the different 
types of metal. [] Bulk unit packs in corrugated | 
boxes may become more popular, and combina. 
tions of linerboard and plastic materials will be. 
come more commonplace. Built-in heat sealing 
qualities in the paper might do away with stitch. 
ing, taping and gluing of boxes. The commonly 
used RSC (regular slotted container) may be 
charged structurally to use less material. (7) Vari 
ous methods of coating multiple units to form one 
unit packs for certain light weight products may 
take the place of the outer shipper or bag pack © 
presently employed. Headway will also be made In 
the packaging of liquids and semi-liquids in boyes, 
(J In round paper containers, a continued shift 
is seen to more built-in convenience including 


, easy opening, re-use possibilities, ease of handb 


ing, carrying and storage. Graphics will be um 
cluttered with minimum copy, faster identification, 
cleaner in color and design concept. 


| 
; 
‘ 
2 
— - 
3. 
| 
i 
i q 
— 
| 
| a 
— 
} 
} 
‘ 
< 
3 
- 
2 


= 


Donald Deskey Associates 


Donald Deskey 

The packages of the future, like those of the past, 
must of necessity reflect the needs of both prod- 
ucts and the consumer market. Those that are 
lower in cost, easier to produce, and most genu- 
inely concerned with consumer convenience will, 
obviously, gain greater and greater marketing pre- 
dominance in the years ahead. But it is difficult 
to predict in advance just how these directions 
will take shape. This is due not to the inherent 
unwillingness of the package designer to look into 
the future, but because he cannot—with any 
honesty—play the seer when it comes to what will 
be sold in tomorrow’s markets. [] Despite the 
tendency of consumers to buy the product whose 
appearance most appeals to them, it is still the 


basic configuration of the product which deter-— 


mines the package. [] Packages influence sales, 
of course, but in the way that once you have de- 
cided which car to buy, you then decide upon the 
color. [] Thus the function of packaging will be, 
as it always has been, to meet the demands of the 
product itself, to protect it, to attract the con- 
sumer at the point of sale, and to reassure him 
when he comes to use the product in-his own 
environment. [7] Though we do not forsee any sharp 
shifts in package design in the immediate future, 


- we do, of course, look forward to better printing, 


typography, and color as well as new materials. 
In addition, we hope and think that there will be 
less emphasis on superfluous advertising copy 


that clutters the package and more emphasis on 


providing the customer with simple, concise in- 
structions so that the product may more surely 
live up to expectations and thus encourage repeat 
purchases. Rather than any sudden. revolution in 
packaging we forsee a continuum of evolution in 
both graphics and package construction which 
will provide distinctive design images for the 
products of the future. This, rather than undue 
stress on manufacturer trademarks, will, we be- 
lieve, be the trend ahead. 


i 


Dickens Ine. 

Robert Sidney Dickens 

Attempting to predict what cards fate will play in 
the future—design-wise or otherwise—should be 
done only if what is prophesied has some founda- 
tion in the present. We can see a future direction 
in our recent surface design for a new tine of 
shoe polishes that we recently worked on. The 
containers themselves are a radical departure 
from those used for polishes previously. Our 
graphics are a link with the past giving.a recogniz- 
able shoe polish look to reconcile the customer .to 
an unfamiliar shape. Designers should keep this 
example in mind and be especially alert to boldly 
suggesting a radical departure from accepted con- 
tainers where the move can be justified. Naturally 
the same criticism heard in the past will be 
leveled along the lines of designers not being 
“realistic in applying their designs to existing 
production methods. [] We are also witnessing a 
change in the retailing fixtures used for frozen 
foods. Cases allowing face out stacking of prod- 
ucts are on the way. Presently a number of freezer 
companies are manufacturing fixtures with one 
refrigerated shelf, but ultimately the three or four 
upright shelf case will be common. While this is 
happening, frozen food products will be trans- 
ferred to packages affording more stability when 
stacked upright. Design thinking and emphasis 


will be altered accordingly. [] Two departments - 


where design will play a more important role in 
the supermarket field are the produce and non- 
food areas. Design has hardly reached the role of 
an after-thought in either catagory, but the small 
amount of education buyers have had in realizing 
the value of design in selling a product will bring 


the demand for better packaging. The future will 


also see a continuing stress on product conven- 
ience with design emphasizing the: “convenience” 
factor simply and quickly. 
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A LOOK AT ; 
TOMORROW'S PACKAGING 


Dizon & Parcels 

Russell 8S. Dixon 

Just as early predictions for the “Soaring 60's” 
have thus far failed to get off the ground, so, too, 
will predictions of radical revisions in package 
design in the next decade. [1] Being businessmen 


“as well as artists, we forsee a re-emphasis on good, 


sound marketing principles as the direction pack- 
age design must take in the years ahead. [7] Ever- 
increasing competitive pressures will dictate that 
every line, every word, every illustration on ‘the 


‘package contribute its share to the ultimate goal 


—moving the product off the market shelf into 
the consumer's home, car, shop or office. A steady 
flow of new products into trade channels will 
make such well planned, effective packaging more 
and more necessary to gain or hold valuable shelf 
space. {] With this great increase in packaged 


products offered to consumers during the ‘coming . 


years, manufacturers will have to pay particular 
attention to building and maintaining solid brand 
identity. (] An essential of a good trademark or 
brand name identity is distinctiveness that makes 


it stand out from competition. How few packages 


in the self-service market today meet this basic 
marketing need of unique identity! Most utilize 
a common geometric. shape, such as an oval, rec- 


- tangle, circle or diamond, and/or a’ common style 
of lettering, rather than a unique means of identity 
~. which is instantly recognizable, easily remembered 


and stands out from competition. It is the wise 
manufacturer who. in consultation with his de- 


signer critically analyzes the effectiveness of this 


marketing tool as he prepares to meet the ‘keen 
competition of the future years. [] The next dec- 
ade will see am orderly progression in the develop- 
ment of new packaging materials which progres- 
sive and. aggressive manufacturers will utilize 
for the successful marketing of their products. _ 


j 
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Dobeckmun 

Richard M. Siegle 

Though “convenience packaging” is not, in itself, 
a modern concept or even a recent trend, it js 


‘still the guiding force in the development and de. 


sign of new and better packages and packaging | 
materials. [] We forsee no sharp shifts in pack 
age designs, only renewed emphasis—and. ney 
direction—in convenience features. (] The current 
trend seems to be toward more functional ang 
decorative packages. They represent a ‘bonus’ in 
convenience since the product need not be re. 
moved prior to use. [] In other words, the design 


‘is in good taste and the package is not onlya 


protective container, but also a serving container, 
It can be used on the dinner table or in the 
kitchen, closed and reopened any number of times, 
until the product itself is exhausted. [7] This new 
trend toward additional package—or product 
convenience is manifested in several other direc 
tions as well. Into this area falls the increasingly. 


‘popular “heat-and-serve” packaging, which every. 


one. in the industry is attempting to perfect. 
Another interesting example involves the various 
packaging applications ‘for products which are 
mixed with other ingredients, right in the original 
package which then becomes a functional com ’ 
tainer, such as a drinking cup or servicing dish. [) 
It also includes the overwrap type of packaging 
which is utilized so extensively by the liquor i- 
dustry during the holiday seasons. A. transparent 
sleeve, for brand identification as well as protec 
tion, is easily removed after the purchase, con 


ready for giving.” 


Tom 
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verting the package into an attractive gift bok | ’ Ae 
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Shown above is a molded plastic 


aay plastic baby food packages formed 


small wnits.in one larger package 
ag that was designed by Terry Casey 


A portion-controlled box for 

cereal or flour. Portions separate 

as needed, Cutting edge is built 
4 into carton that was designed 
by Robert Zeidman Associates. 


Tomorrow’s 
Packages? 


i, soap package that can be used as 
a traveling soap dish. | 


ian Above right are Zeidman designed 


By to nestle im racks. The idea of 
“packages in packages” is shown 
_ above for cheese corn twists: six 


for duPont’s Film Department. 
At right, another Zeidman 
Associates solution of multi-packs 
for baby food in cumin 

th; containers. 


4 
; tre 
ck 
ew 4 
ent 
and 
4 
in 
y a | 
ner, | 
4 
new 
¢ i 
rec BA ‘ 
F 
| “A 
| 


— 


A LOOK AT 
TOMORROW'S PACKAGING 


Dow Chemical 

Virginia 

The past few years has seen us scratching the 
surface of new concepts of physical design in 
packaging. New materials are allowing new ap- 
proaches to old problems. Function, use and con- 
sumer dictates can now more easily be followed 
as guide lines of package design. [] The increas- 


~ ing use of plastics to achieve attractive physical 


design is evident. Prototypes of table ready pack- 
ages for food, top of the counter packages for 
soaps and detergents are now being designed in 
plastics. Some of these are only an interpretation 
of design and are not economically competitive 
with conventional, packages. [] New fabrication 
techniques have made others very definitely com- 
petitive. Plastic cottage cheese containers have 
replaced waxed. paper tubs at major dairies, with- 
out increasing costs. [1] Improved materials and 
fabrication techniques will give greater depth to 
the design freedom inherent in plastics. Advances 
in engineering design will allow advances in aes- 
thetic design. 


Du Pont 

H. D. Chickering a 
Fractional and muitiple packaging are concepts 

that have been known for some time, but they 

appear to us to be only now reaching the threshold 

of their impact on the food industry. [] Many of 

our customers are turning to this concept because 

of both its advantages in convenience to the cus- 

tomer, through extended freshness of the product 

and easily-handled packages, and its advantages 

to the producer through bigger unit sales and 

broader consumer demand—each a basic selling 

point with supermarket operators. An indica- 

tion of consumer attitudes toward fractional pack. 

aging of cookies came from a Du Pont market 

research study completed recently. Information 

based on replies from nearly 900 families showed 

that 94 per cent of them purchased and liked frac- 

tionally packaged cookies. More important, 87 per. 
cent reported that they preferred fractionally pack 

aged cookies because “they stay fresh and crisp.” 

Also, 71 per cent of the families said they would 

purchase a larger-than-usual package of their 

favorite cookie if it were fractionally-packaged. [J 

Closely allied to fractional packaging, of course, is 

multiple-packaging—a concept that is also gain- 

ing, particularly in the supermarket field. Supers 
prefer larger-priced, fast-turnover items, since low- 
profit margins are the bane of a supermarkets 
existence.* Also, supers. have to fight the ever- 
present pilferage problem when handling small 
units. [] A vice-president of one large supermarket 
chain said recently, “We need more attention given 
to multiple unit packaging in order to increase 
volume and reduce distribution cost on fast-moving. 
merchandise.” And we find that other chain 


spokesmen echo his thoughts. 
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Eastman Kodak 

Carmon M. Elliott 

Look for a vigorous emphasis on the corporate 
mark in the package designs of the next decade, 
and also look for a happy wedding of the corpor- 


. ate look with story-telling and interest-packed de- 


signs. [] There will be, via the deft handling of the 
corporate mark, no mistake or confusion about 
product origin; but, at the same time, there will be 
designs that attract and excite, and yet are pleas- 
ant to. look at. [] This is not to say that designs 
will be busy and cluttered. To the contrary, they 
will be clean, and at times almost stark. In an 
imaginative way the designs will tell about the 
product—its performance and its quality. The cus- 
tomer will be told—not necessarily at all by words 
—what the product will do for him in terms of en- 
joyment and end result. [] The important thing is 
finding “the imaginative way.” Designers have had 
the targets we speak of in the past, but all too 
often the design has been cold and calculating 


and so unimaginative as to invite disinterest. 


Ekco-Aloca 


Hayward R. Blake 


Realizing the need to new mothuds of 
decorating foil containers, our design department 
recently analyzed the types of decorative coatings 
currently available. After some research, found 
that only solid color coatings were being offered. 
(1 We recommended that an overall printed pattern 


_ be considered for a holiday cookie. This patterned 


package featuring a foil container bottom and an 
attractive plastic cover was offered late last fall. 
Bakers reported that the feminine pine cone pat- 
tern served to attract new customers and was re- 
sponsible for repeat sales. [7] The printed pattern 
can be applied to our smoothfoil container line, 
ribfoil containers and all stock containers. Many 
new pattern designs will be introduced in. the 
future.. Patterned applications can be developed 
using a customer's trademark or any other suitable 
design. We predict that two, three, and even four 


‘color designs will be used to decorate foil pack- 
me in the future. 


Eron Eron 

Abbot Eron 

The obvious trend appears to be the gradual break 
with tradition which will, | believe, intensify in the 
coming years. Examining the trend for its most 
promising manifestations, | would cite three major 
design practices. They are: the increasingly im- 
portant role of marketing and merchandising 
people working with designers, the declining role 
of production people in design responsibility, and 
the subsequent originality in package designs. [] 
The merchandising man is now more and more 
being accorded an authoritative voice in new pack- 
age designs. Heretofore, the production people 
have influenced designing in the name of facility 
and economy. Where saving money has been the 
only criterion, markets have suffered and fran- 
chises have been lost. The easiest way isn’t neces- 
sarily the proper way. {[] Therefore, designers will 
increase their contact with top management and 
work more and more with marketing and merchan- 
dising. This happened when we designed Schrafft’s 
successful Quality Isle. Supermarket merchandis- 
ing was a new step for Schrafft’s; they placed us 
on their packaging committee so we could examine 
and help solve every problem which would affect 
the new product packages. This intimate involve- 
ment with all merchandising factors enabled us to 
conceive the successful approach we ‘did. [] 
Schrafft’s also provides an example of how profit- 
able the breaking with tradition can be. For their 


frozen food line, we omitted the appetite appeal . 


pictures from the packages. Selling such products 
on the stature of the company name was proven 
to be sound merchandising. [7] | believe designers 
should not be governed by the shibboleths of the 
past. This will happen if the designers understand 
their position—which is to interpret.marketing and 
merchandising principles, not to define them. The 
package must reflect the imprint of the company 
instead of the hallmark of the designer. 
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ALOOK AT 
TOMORROW'S PACKAGING. 


"Federal Paper Board 


Charles W. Redden . 
There is a need for a carton that the housewife 
can reclose securely and reopen easily. The need 


_ for a good, inexpensive, reclosable carton is evi- 


dent, and. there will be a lot of effort placed along 
these lines. [] In food packaging, especially, there 
is a definite trend toward a single package (no 


-overwrap). Cartons with barrier coatings and hot- 


melt adhesives will and are now replacing the 
conventional cartons and overwrap. [] The combi- 
nation of plastics (coatings, films, and resins) with 
paperboard for decorative and/or protective bar- 
rier purposes will make itself felt. (1 There will be 
a greater trend in the future toward “flat blanks” 


that can be set up on a machine in the customer's 


plant, rather than glued cartons. (] The problem 


‘of sealing waxed cartons is being solved by spot 


waxing, hot-melts, and special heat-seal tech- 


- niques. All of these methods are fairly new and 


will be expanded on further in the future. [] There 
is, and will be, more effort placed on tying machine 
design to carton design—also, machine design for 


those areas of packaging that do not now have 


such equipment. [] Our organization is working 
along all of the above lines; that is, reclosable 


okt cartons, barrier coatings, and heat-seal techniques. 
(7) The key words for the future are “convenience, 


protection, glamour, and economy.” 


Fozon i 
Charles Karakas and Charles Amann 


As label manufacturers, our prognostications are: 
based on our specific phase of the packaging in- 


dustry. [1] Increased self-service in all types of 
retail outlets, combined with increased shopper. 


sophistication, will result in a “cat-fight” among) 
competitors to obtain immediate recognition and’ 


acceptance of their brands. (7] This means foil wilt 
play an ever-widening roll for labels, tags, wraps 


-and displays. . . There will be a greater variety of 


basic colors in light-weight foil and metal—greater 


emphasis on clear, uncluttered design. (] Prod-’ 


ucts that cannot be practically or economically 
over-wrapped will have to carry detailed informa- 
tion on a label or tag. . . . These will be the only 
salesmen at the point of sell . . . and, conse 
quently, must be designed to attract. [] Special 
packaging as an incentive for year-round gift buy- 


‘ing—rather than seasonal—will become common 


() In the Sixties, design will be the important 


fundamental—design\ for selling and for practi+. 
_Cality, both in production and usage. = f 
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New Whether Predictor! 
buy, or not to buy? Gard- 


the Answer Man! Got a 


question abou’ pac kaging ? 


your Gardner Sales Repre- ner Market Research ‘\nds 
sentative has ‘he answer— the answers and the rea- 
resourcetul es - powered sons why —to guide the de 


persuasive Pax xaging. velopment of your package 


NUTS AND BOLTS APPROACH: 
Armed with slide rule and com- 
mon sense, Gardner Machine 
Application engineers will adapt 
your packaging machinery to 
your new Persuasive Package 
—efficiently and economically. 
Planning a new packaging program? 
Will your present packaging machin- 
ery do the job? Gardner Machine 
Application engineers can tell you. JJ 
They’Il come to your plant, study your 
packaging operation, and recommend 
the most efficient and economical 
method of setting up and filling your 
new Persuasive Package. 4] Chances 
are they can make your present equip- 
ment do the job. If not, they'll rec- 
ommend existing machinery or design 
and produce a new piece of machinery 
to get the job done. J Machine ap- 
plication is just one step (see top of 
page for others) in Gardner’s new 
market-oriented approach to packag- 
ing—a service offered to help you 
sell more products, not to help us sell 
machines. Why not turn this resource- 
ful, completely coordinated packag- 
ing service loose on your packaging 
problems? 


DIAMOND NATIONAL 


THE GARDNER DIVISION 


MIDOLETOWN, OHIO 


Shape of Things to Come! 
in Gardner Structural De- 
sign market-oriented ideas 
achieve form and function. 
Creativity is shaped by utili- 
tarian and sales factors. 


What does an Idea look like 
Guided by research, Gard- 
ner Graphic Design app\ies 
color, type, and imaginatior 
to produce a des 


changes lookers into b 
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Nuts and Bolts! Gardner 
Machine Application 
adapts your production ma- 
chinery to your new packag- 
ing program—efficiently and 
most economically! 
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EXAMPLE OF GARDNER 
PERSUASIVE PACKAGING 


It began with Chun King’s decision to 


change packaging. First thing needed 
was a new design. As you can see, 
Ben Larsen came up with a beauty. 
Next, was the carton itself. Gardner 
Structural Design recommended a 
change to a seal-end style carton for 
greater economy with no sacrifice in 
convenience. 4 The change to seal 
end cartons meant Chun King needed 
new set-up equipment. Here’s where 
Gardner Machine Application entered 
the picture. Before you could say 
Chun King Chow Mein, Machine Ap- 
plication engineers located a used 


CHUN 


MEATLESS 
CHOW MEIN 
DINNER 


Pneumatic Scale machine, directed 
the necessary reconditioning, and 
quickly completed adapting opera- 
tions. J The story has a happy end- ' 
ing. Chun King reports complete 4 
satisfaction with their new package a al 
and design—and the converted set- 
up machine is busy, probably at this 
very moment, turning out increasing 
quantities of chow mein — Persua- 
sively Packed. ¥ Isn’t this the kind 
of resourceful coordinated packaging 


4 program you'd like for your product? 


DIAMOND NATIONAL 


THE GARDNER DIVISION 


MIDOLETOWN, OHIO 
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Gambon Associates 

Thomas F'. Gambon 

it is within the realm of possibility that packaging 
as we know it today will not even exist ten years 
from now. [7] To substantiate this statement, we 
need only to trace the development of package de- 
signing to its present stage. It is simply the by- 
product of supermarket and self-service merchan- 
dising techniques, which were originated as low 
cost, low margin marketing concepts. [] The 
supermarket industry, however, no longer enjoys 
the low. cost, low margin attributes which were 
responsible for its tremendous growth. Supermar- 
ket grocery margins as high as 19% are not un- 
common and it is likely they are even greater in 
many departments. Radical changes-in distribu- 
tion in America can only be accelerated by any 
economic calamity like a major depression, world 
wide deflation or a shooting war. [7] As we continue 
to progress, arid new, faster methods of distribu- 
tion are introduced, we foresee the housewife turn- 
ing to these more economical, time-saving modes 
of shopping. Automation, electronics and: auto- 
matic vending techniques will pose the greatest 
challenge to our present self-service system. In 
ten years the housewife may even order groceries 
from pictures of food products which appear on 
the Screen of a television set in her own home, [J 
How does the packaging designer fit into this new 
scheme of the future? He must be more creative 
than ever before. He cannot simply operate an art 
studio which concentrates on “creative” surface 
design treatment. He must be totally creative, with 
a@ broad technical knowledge of electronics and of 


the modern automatic methods of getting his . 


client’s products into the hands of the consumer 
faster and more economically: [1] We have already 
seen. a trend in the direction of automatic mer- 
Chandising. in its infancy, “the tail is wagging 
me dog.”. Vending machines are being constructed 
around existing packages, but this will have to 
enange. Through the efforts of technically-minded 


peckage designers on the marketing team, we 
mumeanould see the product, the package, the dispenser 


Ea and the distribution designed as a total concept. 


Frank Gianninoto & Associates 

Frank Gianninoto 

The kind of packages that will be developed to 
meet future needs will be those that meet the in- 
creasingly explicit demands of the consumer. 
American packaging has made such progress in 
the past decade—in terms of materials, design, 
structure, and processes—that consumers have 
developed high standards; they feel quite justified 
in rejecting packages that don’t meet. these stand- 
ards. (] Fortunately, research methods have be- 
come so perfected that we can fairly accurately 
anticipate what the consumer wants. Fortunately 
also, we are not seriously limited as to choice of 
material or process. We can produce just about 
what the consumer wants, and any “sharp shifts” 


in package design will probably be the result of - 


“sharp shifts” of thinking of the buying public. [] 
There is, however, one new condition in the field 
of package design which | believe will cause a 
gradual shift in packaging concepts. It is the 
situation abroad. '(]] Our organization is currently 
working on a variety of new packages for new, old, 
and improved products in the United States, as 
well as on a variety of projects for European con- 
cerns. This leads us to believe that American de- 
signers and merchandising experts will see their 
methods being borrowed in other countries, will 
be working increasingly for firms who distribute 
abroad, and hence will develop new packages that 
have universal—not just American—appeal. (| In 
the years since the war the demands for consumer 


‘goods has been so great that European industry 
has had all it could do to supply the demand. 


mostly in pre-war items. Now, however, manufac- 
turers are able to pay closer attention to consumer 
preferences an dare discovering that pre-war goods 
in pre-war packages are no longer acceptable, The 
interchange of people through the years has influ- 


enced tastes, and exposure to new, foreign goods 
has broadened consumers’ experience with cae 
kinds of items. 
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Plastic end caps 
for composite cans 
offer interesting 


Tomorrow’s 
Packages? 


ing 


Mm 


Several ideas for new coffee packaging might include 
q individual portions that are packeted in filter material 
| like tea bags ... and these “coffee bags” would fit any 
standard percolator. Coffee portions could be packaged in 
eae a cylindrical or hexagonal shaped cartons, as shown above 
é in a design from Robert Zeidman. A Walter Landor design. 
shown at right is @ carton depicting the solar system in an 
obelisk-like gift box nearly three feet tall. 4 r 
An educational toy goes in the 


asm 
ing, t 


Goodyear 

A. E. Boedeker 

Packaging that provides greater efficiencies with 
lower costs will be a primary objective in new 
packaging designs. Non-food items in particular 
offer special opportunities to design proficiency. 
As marketing techniques in these areas parallel 
the successful achievements of produce packag- 
ing, the self-merchandising package for non-food 
items becomes increasingly important. [] In the 
race for consumer attention, the single unit that 
incorporates the three-pronged aspects of display 
and merchandising plus packaging becomes espe- 
cially advantageous to the super market and vari- 
éty store operation. And the combination of these 
three areas of product exploitation logically offers 
savings in marketing costs to the manufacturer. 
In addition, the self-merchandising package un- 
doubtedly presents. new challenges to the creative 
abilities of the package designer, who can now 
bring to non-food items the same abilities that 
have given him important. stature in the food 
~ packaging field. [] Dramatic shifts in all packag- 
ing areas will undoubtedly occur as merchandising 
and°marketing techniques gain new impetus to 
‘match production in the march towards a balanced 
economy. Greater emphasis will be placed on 
product visibility as well as packaging that is more 
compact and requires less shelf space. New 
methods’ and equipment will contribute to lower 
costs as will the materials that can be used with 
greatest efficiency on these machines. 


Kaiser Aluminum 

Grabe Smith 

There has been a trend developing in recent years 
toward simple, bold and direct package design. 
Within this concept both the aesthetic and func- 
tional aspects of the package will accomplish their 
purposes in the least complicated method. [] 
There is such a vast number of conflicting ele- 
ments fighting for consumer attention, that to be 
effective, the package of the future must carry its 
method so forcefully and so simply that its sig- 
nificance can be captured at a glance. In this con- 
nection, we foresee the striking appearance of 
materials like colored aluminum foils playing an 
increasing role. {7} Similarly, the package of the 
future must use ideas and materials which serve 
many functional purposes at the same time. For 
example, the package will be used for storage, 


_ transporting, cooking, re-heating, serving and ad- 


vertising.. The truth of this is to be seen in the 
growing use of convenience foods which saw a 39 
per cent increase last year while other consumer 
foods had only a 4 per cent increase. The public is 


- looking for the convenience foods and the conven- 


ient, all-purpose package. [] There will be no 
sharp shifts in the direction of package designs, 
but there well may be some breakthroughs that 
will advance the trends already established toward 
simplifying packaging or accomplishing more 
functions. [] Aluminum may be used for frozen 
food containers which are designed for electronic 
cooking. Aluminum presents a barrier to electronic 
impulses while also being a highly effective con- 
ductor of heat. By properly taking advantage of 
these properties in the design of the package, 


- cooking by electronic methods can be controlled 
with great precision. [] There will be an increas- 
_ ing use of foil in cartons to protect materials such: 


as’ cereals and hygroscopic products where 
moisture barriers are necessary—again making one - 
material do all the functional and aesthetic duties 
of several. [] Trernendous strides have already 
been made in combining foil with almost every. 
known plastic and paper product—and develop- 
ment work continues in this direction which also 
will further simplify packaging design. [] Boil-in 
aluminum containers could conceivably become 
available in the near future. 
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TOMORROW'S PACKAGING 


Kehr Products 


Alan F. Kehr 

We feel that package designs will more and more 
have to correlate with the functional advances that 
are being made in the packages themselves. We 
also feel that the consumer has not gotten ade- 
quate. benefit from the many advances that have 


been made in packaging and packaging materials 


to date, due to the consumers’ lack of appreciation 
of the actual usefulness of these advantages. 
Therefore, this educational process will have to be 
advancéd more vigorously by the package design 
itself. (] Too many packages contain features of 


_ cohvenience which are lost.to the ultimate con- 
Sumer because of the simple fact that the con- 


sumer did not know the particular package had a 
particular advantage. We therefore feel it would 
be a strong movement to feature informative de- 
signs which will make consumers more readily 
aware of a package's ability to provide conven- 


- ience. (-] While there are many highly sophisticated 


examples of this trend available, one of the inter- 
esting ones produced is the “Piggy Pocket bag” 
and its design, which quite prominently empha- 
sizes this feature. In order to provide the con- 
sumer (in this case, the product is aimed at the 
juvenile market) a package has been designed 
which contains the, premium with the product. To 
further enhance its usefulness, the premium is 
inserted at the time-of manufacture of the pack- 
age, therefore saving the food manufacturer the 
time and expense of inserting the premium at the 
time of filling. Trading cards are inserted in the 


_ “Popsicle” bags; and are forcibly called to the 
young buyer’s attention by a triangular pattern 
in the upper left hand corner. (7) We believe that © 
‘many more advances in the art of package man- 
ufacturing will be made, and that of necessity the © 


design of these packages will not only enhance, 


E. Leonard Koppel Associates 


E. Leonard Koppel 

The future package design will be one that not 
only has appeal on the store shelf but also on the 
kitchen shelf, or wherever its destiny in the home, 
(1) The consumer is attracted to a product on dis- 
play in her favorite supermarket. She is today’s 
housewife. Let’s see how the wheels are turning 
underneath her well turned-out coiffure. (7) During 
the past twenty years she has been conditioned to 


better taste through more effort on the part of 


more media than were experienced by her parents, 
Art museums, periodicals, literature, and televi- 


sion, have all contributed to her aesthetic up-lift,. 
- { Her kitchen and other parts of her home have 
been custom-built or composed of pre-fabricated 


units designed by our leading industrial designers 


but will call further attention to these advances. . 


‘ 


and approved by home economics experts. Color 


co-ordination, material and time-saving devices; . 


all part of her everyday life. [] So Mrs. Consumer 


mentally transfers the product from the store shelf” 
to her household. Will: its appearance disturb its — 
surroundings? Or has the designer had the talent 


to put into it. a spark equal to that of Mrs. House- 


wife’s pride in her own good taste? C For many 


years, package design programs expedited by my 
organization have incorporated this theory within 
our development, programs. [-] An aerosol shaving 
cream placed on a bathroom shelf must feel equal 
to the decor of its surroundings. A baby's talc 
should not jar the visual taste of the nursery. The 


glass cleaner or detergent must not disturb mi- 


lady’s pride in the appearance of her home. This 
is, and is becoming more so, an v tenperant factor 


at point of purchase. 
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EVP Sutherland 
Roy H. Johnson 


The product that enters the supermarket will face 
increasing competition in the years to come. Pack- 
age design, therefore, will have to carry the burden 
of maximum product identification and consumer 
appeal. [] We foresee a broader use of photog- 


_ faphy and graphics to achieve these aims. The 


picture that is “worth a thousand words” will have 


to carry the product’s message quickly and effec- 


tively to the consumer. [[] It will become increas- 


_ ingly important for the manufacturer to convey his 
pride in his product to the consumer—through 
his packaging. This “reflected quality” can become 

» +a part of the total package image, which the de- 
“signer will create through the use of. intelligent 


and professional photography. [[] We also see a 


© trend away from the use of visible containers for 


many products which have been traditionally pack- 


y aged in this manner. This is particularly true for 


products which have no inherent appeal or identity 


in their raw.or unprepared state. Color photog- 
/ saphy of the product, showing it prepared and in 
"use in the home, carries far greater appeal and 

® individual identification. [] Even products for 
which visibility is desirable and necessary: will 
pear closer. evaluation. Package designers will 
‘have to determine whether product visibility is 
really the most effective way to communicate to 

* the consumer the elements of identity, quality, 


appeal and use. 


Walter Landor and Associates 

Walter Landor 

Sharp shifts’ might be too extreme a term—be- 
cause one can see now, very Clearly, exciting - 
trends in today’s packaging which will become 
commonplace within 10 years. Almost all of these 
trends are related to the increasing sophistication 
of the consumer and her demand for convenience- 
—two quite different stimuli, but both extremely 
important in forcing packaging and other market- 
ing innovations. [] Here is a list—in no sense a 
definitive one—of packaging trends in evidence 
today which | believe will become concrete pat- 
terns. [] 1. Prestige packaging will become more 
widespread. More and more packages will be 
subtle, restrained, understated. Increasingly pop- 
ular will be those packages which are “uncom- 
mercial” when in use, but which carry maximum 
brand impact at point of purchase. [] 2. In line 
with this boost in premium packaging will be an . 
upgrading of even the more “humble” packaging 
materials—such as kraft paper—through creative 
design. [7] 3. As colors, specific graphics, and over- 
all design concepts become less blatant, there will 
be a new interest in textures. Unique “tactility” 
effects will be utilized to communicate in the most 
compelling manner possible the special spirit of 
the product packaged within. [] 4. An increasing 
number of alert manufacturers will score a great 
marketing edge over competition through custom- 
shape packaging. Glass manufacturers, particu- 
larly, will capitalize on custom-glass shapes in 
meeting the rising challenge presented by plastic 
manufacturers. Some of the merchandising ad- 
vantages which will be achieved by this new em- . 
phasis on custom-mold packaging include greater 
consumer convenience through better shapes for 
holding and pouring, ability to make a container 
shape “more generous looking,” maximum visual 
impact, strong brand identity, and high remem- 
berance value. More attention, also, will be given 
to designing unique carton shapes. [] 5. “One- 
shot” packaging—still in its infancy, really, despite 
the lengthy successes of some. dispenser-form 
packaging—will take a big leap forward within the 
next 10 years. [] 6. With expendable income’ and 
consumer demands for shopping convenience on 
the rise, more ingenious and more expensive gift 


cartons will appear. 
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EXPERIMENTAL 
‘PACKAGES 


\ Packages and containers shown here are part of 
experimental work done by students at Syracuse 
University. At right, and also below at left 
are student solutions to the problem of 

how to develop a suitable food container 

for end consumer service. 


Other problems that students 
are shown here. They include 

a carton for a power router, and 

@ design for a can of anchovies 

pictured above; and below, a 

second solution for a power 

router carton. Two to 

three weeks is average time 

spent on projects. 


{ 
Lon 
= 


= Raymond Lane and May Bender 
© We anticipate a greater trend toward thoughtful 


a individual solutions of packaging problems. The 
=) era of the pathetic sameness of the assembly-line 
m* approach to package design, regardless of the 


F< élient’s marketing needs, will soon be coming to 
an end. We believe that soon it will be imperative 
for every manufacturer, large or small, to recognize 


_ ‘the difference between the assistance rendered by 


a the suppliers’ salesmen, and the services of pro- 
fessional independent package designers. [] We 


.. have been championing the concept of “compact 


design” which will extend from cars to packages. 
The mammoth supermarket has gone beyond the 
boundaries of convenience and profit. The trend 


=. js._now toward smaller supermarkets. The “Com- 
5 pact Package Design” will satisfy the need for 


Space saving, lower the transportation cost, and 
produce considerable savings in labor, handling 
and production costs. [] The coming revolution in 
food processing, based on the accelerated freeze- 
) drying, will reduce tremendously the bulk of these 

) dehydrated products. The loss in the size of the 
j package must, of course, be made up by greater 
packaging appeal. The Sixties will be an era of 
»\$ymbology and Color. The product, brand and 
sales appeal must imprint themselves in the mind 
of the consumer very speedily. The selling by tv 
“permits only a very brief exposure, hence the de- 


* ~ sign must have an immediate, strong, and. memor- — 


able impact and offer greater convenience. Up-to- 
_ the-minute use of advanced materials and meth- 
ds calls for lighter packaging, easier to ship and 


with better breakage resistance. The advance in 


Symbology will also givé decisive competitive ad- 
vantages. to progressive firms in all fields which 


- depend on packaging for sales effectiveness, such, 


‘as cosmetics, foods, housewares, soft goods, hard- 
ware, etc. 


Lippincott & Margulies 

Walter Margulies 

The continued rise in communications costs—and 
the plethora of new products on the market—will 
force package design to become simple, concise 
and clear. Advertising themes and package de- 
signs will become close allies, in order to derive 
full benefit from monies invested in communica- 


‘tions. Packages will be designed to recall the 


advertising message at the point of sales, and the 
package itself will be seen more in tv and print 
media. [7] Both big multi-product companies and 
small. manufacturers will make stronger use of the 
corporate name to endorse the entire line of prod- 
ucts, again based on the enormous sums required 
to launch a product on its own. . This will put 
greater emphasis on effective design of the corpo- 
rate logotype, and the creation of corporate trade- 
marks. [[] The design aim, generally, will be to- 
wards a Clean, uncluttered look in packaging. 
“Mood packaging,” in vogue the last few years as 
a device to get customers involved through the 
use of exotic background treatment and pictures 
in soft focus, has about reached its saturation 
point. [7] Designers will concentrate more on pack- 
aging with built-in convenience features to benefit 
the consumer. Aimed at building up customer 
loyalty, packages will be created for easier handl- 
ing opening and storing. Instructions will be 
easier to read and follow. Secondary uses for the 
product will be shown in full-color pictures on the 
back panels. Packages for products used at the | 
table, such as wines, condiments and cheeses, will 
be given added appeal and glamour to reinforce 
the quality statement of the product. 
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ALOOK AT: 
TOMORROW'S PACKAGING 


Walter Stern 


Independent professional package 


lishes a major break-through in the development 
of packaging as a sales creator; the achievement 
of greater pertinency and clarity in defining pack- 
aging objectives; the achievement of greater. in- 
sight into the psychomechanics of buying motiva- 


tion; and the achievement of new, undreamed of 


packaging materials and tailormade processes. [] 
Increasingly intensive study of the distributive 


_and marketing apparatus enlightened application 


of recently created insight into the rationale of 


. subconscious impulses, desire, taste, wish and 
gratification; and an encyclopedic awareness of 


the impressive forward strides made in packaging 
techniques, enable designers for the first time in 


- the-history of their profession to combine the 


subtle but unfailing intuition. of sensitively evalu- 


-ated experiences with the commercial certainties 
of socio-economic facts. {] For the first time 


among this relatively young, searching, open- 
minded and unattached little clan of experts, an 


_ aim can be sharply defined, a solution is arrived 


at with certainty, and in turn, can be tested to 
verify that certainty. For the first time in manage- 
ment’s long-suffering but undaunted attempts to 
utilize profitably independent professional design 
council can it act with the assurance that the 


thousands of dollars expended in creative efforts, 


can be matched by the “exactly right” material 
and process; can be documented and reinforced 


- by the superstructure of tested, predictable emo- 


tional buyer reaction data. [] The future holds an 


ever-increasing sureness in this field, created to 


give to’the investor in the package design gambit 


an ever larger percentage of odds for gratifying 
returns. [] For instance, consider the Ultimate- 


Pac. Made with a superior new metal, hermetically 
sealed, containing a wide variety of complete 
foods, the Ultimate-Pac contains its. own heat 
source which “ignites” only when the Ultimate-Pac 


Is in the correct up-right position and the safety 


door is opened. [7] After the table is “set” with 


_ Ultimate-Pacs, the safety door. opened, cooking 
' begins. After the meal has been brought to the 


proper degree of doneness, the Hermetic Time 
Seal releases, the Ultimate-Pac blossoms and un- 
folds the prepared meal, heated and ready-to-eat. 


: ing design. Tomorrow it will contribute to setting 


‘building toward a design “mood” will use greater 


and illustrative detail. The large, bare plate of 


_ interest in buying the package when a hint of 


‘an overall mood which pleases a viewer. Packag- 


Marathon, Division American Can a 
Robert A. Putman 
There are certain to be shifts in package ocall 
because there are certain to be shifts in market 
ing, in consumer interest, and in public tastes, ij m 
some Cases, package design will lead those shifts; 
in other cases, package design will respond tom 
these changes. [7] During the next decade, designs 
ers will give more attention to the overall “moog? 
of a given package design. They will do this partly 
through better use of color, based on a growing 
knowledge of color psychology. Today color is tog 
often used merely as an impact-maker in package 


or enhancing a mood, which will lead to faster 
acceptance and faster purchase. {] Designers, 


care in choice of detail, including both decorative 


steaming food in full color is fine. But there’ is% 
more “identification” with the product and more 


table linen, silverware and like accessories are | 
added to the illustration. Package designers in thé 
next decade will reach deep into their ingenuity 
kits to give the shopper a. suitable, and sales 
stimulating overall impression. Masterpieces of 
fine art achieve fame by creating and enhancing 


ing design will, in the next decade, make great am 
strides toward this same objective. And, the better 
the mood, the better the marketing! 
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For a market where eye-appeal is important, 
Ontario Knife Company called on designer Michael 
Lax to create a versatile new line of Viking knives. 


Then Ontario turned to Kodapak Sheet for 
packages which would both protect the fine steel 
blades and let the customer see the knives’ design. 


Why Kodapak Sheet ? Because this transparent 


Kodapak Sheet 


“Kodapak" is a trademark for Eastman’s plastic sheet 


When design is a sales point— 
show it with Kodapak 


plastic is crystal-clear, resists abrasion, and is 
readily formed to produce a package as clean 
and striking as the knives themselves. 


Perhaps you depend on good design to help sell 
your product. If so, perhaps you too could move 
it faster if it were packaged in Kodapak Sheet. 
To investigate, call our representative or write: 


EASTMAN KODAK COMPANY 
Cellulose Products Division, Rochester 4, N.Y. 


Sales Offices: New York, Chicago, Atlanta. Sales Representatives: Cleveland, 
Philadelphia, Providence. Distributors: San Francisco, Los Angeles, Portland, 
Seattle (Wilson & Geo. Meyer & Co.); Toronto, Montreal, (Paper Sales, Ltd.) 
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A LOOK AT 
TOMORROW'S PACKAGING 


Mead Packaging 

Herbert M. Meyers 

A recent magazine article described future super- 
market shopping as taking place on a “moving 
sidewalk” which takes the shopper past goods on 
display. Items will be selected by push-button- 
type methods which automatically dispatch the 
chosen items to the check-out counter. [] If the 
aspects of such shopping trips seem fantastic, 
think of what such developments will mean to 
packaging design! Even at the present conven- 
tional shopping speed, the “sighting” time for each 
package on display is measured in seconds. If 
the future housewife will do her shopping on 
moving bands, this is bound to cause a revolu- 
tion in packaging design. [] The moving-band 
supermarket will force packages to be more 
graphic and less wordy. Brand identification by 
means of trade-marks, color, and graphic symbols 
will be more crucial than ever. Product presenta- 
tion will call for greater originality in graphic inter- 
pretation and use of materials, and better printing. 
The greater turn-over of goods at greater shopping 
speeds will, in turn, require greater speeds in man- 
ufacture and packaging methods. All this will put 
heavy demands on the designer's ingenuity. He 
can turn these events either into a blessing or a 
calamity for his profession. [] As a result, the next 
decade is bound to be a fateful one for the pack- 
age designer. | predict: during the next ten years, 
a greater number of important design assignments 
will pass from the hands of the present few to a 
greater number of design groups; clients, in search 
of more individualistic design approaches, will 
look for closer relationships with designers; that 
they will assume to find this with small- and 
medium-sized design groups, rather than with the 
super-organizations; numerous new materials and 
new converting methods will open up a myriad of 
new design possibilities; that this will call for 
closer cooperation between designers and con- 
verters; and that the search for new design ideas 
will put increased emphasis on the marriage be- 
tween structural design and graphic design. 


Milprint 

Glenn Sontag 

Due to the current competition for both the con- 
sumer’s dollar and his loyalty, drastic packaging 
changes will dot the next decade. [] Loyal con- 
sumers of one product will be constantly exposed 
to similar designs, or related new products which 
are attempting to ride the coattails of an estab- 
lished successful item. [] To attract impulse- 
conscious shoppers, manufacturers and producers 
in packaging and design must become strong 
leaders. No longer can packaging designs be 
gilded to seduce the consumer. No longer will 
packaging be peppered with overworked super- 
latives. As recent F.D.A. pressures indicate, truth- 
fulness and realism will become the by-law of the 
manufacturer. [] To prove you can tell a product 
by its packaging, the importance of the design will 
be second only to the product itself. With full 
concentration on his product, the manufacturer 
must trust the designer to create sales motivation 
and desirability. Tying together both product and 
design results in a proper package to set before 
both the salesman and the consumer. [1] To equal 
the convenience of the product it contains—that’s 
the modern packaging demand. Today’s home- 
maker is confident that brief exposure to the 
household kitchen can transform a grocery shelf 
product to a delectable delight for the dining room 
table. [] She also expects nothing but the best in 
packaging. She is accustomed to boil-in pouches, 
individual servings, and product combinations in 
multi-pouch containers. [] And packaging design 
—to continue meeting the challenge of the prod- 
uct inside—must be equally remarkable in its 
simplicity. An easy-to-use product in an equally 
convenient container makes for an unbeatable 
quality-combination which a sharp-eyed consumer 
cannot overlook. [] That’s why the face of the 
packaging future must wear the expression of con- 
sistent convenience. 
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Here’s news for marketing people: now you can get 
the extra quality, attention and product protection 
of foil packaging and labeling regardless of sales 
volume. Quantity, as well as reproduction quality, 
illustration and copy change requirements, used to 
be the factors in deciding whether to use foil. Then, 
gravure or letterpress seemed to be the only practical 
ways to print foil. 

Anaconda Aluminum, long the leading supplier of 
laminated foil for both these printing methods, now 
introduces ANALITH* laminated foil stock, special- 
ly for lithography. Now your foil packaging can be 
economically printed in all quantity ranges. Your 
designers can use all colors of both transparent and 
opaque inks on reflective ANALITH for design op- 
portunities to stimulate impulse buying. Your printer 
has complete information. Ask him or write Anaconda 
Aluminum, Department PA-3, Louisville 1, Kentucky. 


LUMINUM 


General Offices, Lovisville, Kentucky 


*Trademark, Anaconda Aluminum Company 
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A LOOK AT 
TOMORROW'S PACKAGING 


Olin 

A. J. Gardner 

Factors which shaped the industry's direction in 
the past—product protection and marketing im- 
pact—should continue to play major roles in pack- 
age planning. And of the two, with product quality 
and price tending to become more stabilized, the 
ability of a package to sell, its marketing impact, 
will become increasingly important. It is to this in 
particular that we can expect the package de- 
signer to dedicate himself. [] In doing so, he will 
be concerned as never before with customer satis- 
faction. If recent surveys are correct, convenience 
is a key to such satisfaction. [] This means that, 
in the immediate future, we can expect more pack- 
ages that are easily opened, easily reclosed, easily 
carried, easily stored in the home refrigerator, 
freezer, or shelf. Use of squeeze bottles, boil-in- 
bag packages, oven-ready containers and serve-in 
packages will increase. The general trend will be 
toward lighter but stronger packaging. [] The de- 
signer will be aided by the greatest array of pack- 
aging materials in history, some now in the testing 
stage, others not yet imagined. There will be grow- 
ing use of coatings to impart specific needed 
characteristics to a packaging material. Combina- 
tions of packaging materials will be utilized to do 
the best selling job. [] Generally speaking more 
packages will be tailored to the marketing and 
protective needs of a product. [] The graphic ap- 
proach, too, will continue to receive great atten- 
tion, for the most crucial movement of a package 
is that last six inches from the shelf to the shop- 
per’s basket. If the homemaker overlooks the 
product on a supermarket shelf crowded with com- 
peting merchandise all calling for her attention, 
then all other efforts are wasted. [] A certain lack 
of creative courage, too much “me too” thinking, 
has tended to develop a repetition of excellence 
in package graphics. Package similarities mark 
today’s supermarket shelves. This is destined to 
change as more companies strive for packaging 
non-conformity. Package designers working in 
this direction will complement home decor, and 
will strengthen product group and company im- 
ages. Barring a scientific breakthrough that would 
abrogate all current planning, no revolution in 
package design is anticipated. 


Mead Containers 

Harris L. Behlert 

Current developments in the corrugated container 
field point the way clearly to the type of develop. 
ment we can expect in the next few years. We 
have never seen a real revolution in this field, nor 
do we expect to. The story has been rather a 
constant evolution, with each new accomplish- 
ment setting the stage for the next. [] The era of 
the “shipping case” is behind us; the day of the 
corrugated container used as a merchandising 
vehicle is here. Today’s container, with clean, 
functional graphics, also serves as an_ in-store 
display, as a presale impetus, as a tie-in with ad- 
vertising, and as a potent creator of mood. In addi- 
tion, it contains and protects the product as never 
before. [] The future belongs to the imaginative, 
and the ingredients are already at hand. Skilled 
scientists and practical craftsmen are even now 
bringing tomorrow closer. Research is introducing 
new materials and testing new combinations of 
existing materials. Structural changes are immi- 
nent. New shapes will be introduced. Product pro- 
tection will increase while board footage and 
weight will decrease. Automation of production 
lines will necessitate higher speeds in packaging. 
Packaging systems will be joined to manufactur- 
ing lines and synchronized to them. The container 
will be handled, filled and sealed automatically 
and mechanically. Better merchandising tech- 
niques will demand—and receive—advanced print- 
ing processes, and possibly completely new meth- 
ods of applying texture. Function will be the 
watchword in the size, color, weight and shape of 
things to come. 
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INTERSTATE FOLDING BOX announce 


HIGH GLOSS EYE AP- 
PEAL . . . Glosscoat gives 
the luxury look and feel 
to any package. White is 
whiter . . . high gloss 
colors are richer, more 
brilliant, have added 
depth and realism. 


macnine Gast coaied 


UNIFORM PRINTING 
SURFACE .. . Glosscoat 
prints beautifully. The 
surface is not only 
smooth but has a natural 
affinity for ink—making 
fine, full color reproduc- 
tion possible. 


CRACKPROOF FOLDING 

. Glosscoat’s patented 
coating process provides 
unusual folding charac- 
teristics. Even in heavier 
weights and calipers it 
folds without cracking. 


first on-machine cast coated boxboard...< 


ToT 


RUB AND WEAR RE- 
SISTANCE .. . Glosscoat 
resists abrasion, mois- 
ture, grease, finger prints 
and handling abuse for 
long shelf life. No dull- 
ing overprint varnish is 
needed. 


rer to be made directly on the board machine. As a result, Glosscoat has all the advantages 

d all the economies provided by a single continuous operation. = Major users of ons 
goods can benefit in many ways’ by the advantages which the entirely new, pate 
pat method of on-machine cast coating makes possible. ™ Product of a 50-year old 


‘company noted for its developments in every phase of packaging improvement, Glosscoat c 
advantages never before available to quantity users of folding boxes, cartons and 
packages. ™ Colors! Here is the first colored cast coated boxboard. = Weight! 
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yuNces a great new technological advance...the 


rd...available in colors and up to thirty-six point! 


™ 


D WEAR RE- 
. Glosscoat 
yrasion, mois- 
e, finger prints 
ing abuse for 
life. No dull- 
rint varnish is 


WEIGHTS UP TO 36 
POINT . . . Glosscoat is 
the only cast coated box- 
board in weights up to 
36 point—the only cast 
coated board in any 
weight offering a range 
of colors. 


BEAUTIFUL UNIFORM 
COLORS .. . Glosscoat 
is manufactured in ten 
breath-taking pastel 
colors plus white. Gloss- 
coat opens the door to 
a new field of boxboard 
design possibilities. 


EXCEPTIONAL FADE RE- 
SISTANCE . . . Glosscoat 
offers remarkable resist- 
ance to the yellowing 
action of sunlight. White 
stays white—colors re- 
main bright—for extra 
long shelf life. 


PRACTICAL LUXURY... 
Glosscoat is the luxury 
board at a practical 
price. Cast coating ad- 
vantages are now avail- 
able to thousands of 
folding box users. 


THE Ox col NY. Middietown, Ohio 
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HORIZON BLUE-—611 


SHELL PINK—620 SPACE BLUE 


RAWBERRY ICE—621 


SUNLIGHT—616 


BOXBOARD IN 
BEAUTIFUL COLORS 


CANARY—617 


ORCHID PINK—618 


EGGSHELL—615 


Grosscoct is a package designer's dream. For here in a genuine cast coated box- 
board is a full range of beautiful pastel colors plus white to open up new design 
‘frontiers. @ Picture the possibilities of using this practical luxury boxboard for your 
own packages. Visualize the unique effects, the striking beauty, the complete in- an 
dividuality — yes, the enormous all-around competitive sales power which high gloss 


pastel colored boxboard makes possible. No wonder Interstate’s Glosscoat is called: 

Packaging News of the Year. @ Use of colored Glosscoat presents no problems! 

Glosscoat is not an over-wrap, not a varnish, not a lamination. It is a new method 

cast coated board—in colors — with packaging possibilities never before obtainable. 

Colors are beautiful, clear, clean and uniform from order to order. & And remember, FREE COLOR SAMPLES 

" Glosscoat in colors and white is available up to 36 point. Users of large folding Glosscoat samples are 
wh boxes and packages, too, can thus tap the immense advantages of this remarkable ready... a full range of 
stock. & Make sure that everyone in your organization with an influence in packaging lovely pastels plus white. 

is aware of Glosscoat. Put Glosscoat on the agenda for your next packaging meeting. Write, wire, or telephone! 


DING BOX COMPANY, Middletown, Ohio 


Makers of ROTOSEAL machines and INNER-LINED containers 
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Owens-Illinois 

B. Dwight Fuerst 

We believe that new developments will dictate the 
needs of new bottle and jar designs of the future. 
Usually the public eventually gets what it wants 
in the way of design. For example, what has been 
almost a revolution in container development has 
been the shift in the last few years from side-seal 
closures to lug-type closures with a resulting 
change in container design. This was brought 
about by the consumers’ demand for convenient, 
easy-to-open, easy-to-close containers. [1] Automa- 
tion will have a great deal of influence on the 
design of tomorrow's bottles and jars. Automation 
undoubtedly will dictate simpler things for the 
packer to handle through his filling lines. [] There 
will be a continuation of the present-day trend 
toward the development of lighter-weight and 
stronger glass bottles and jars. Container design 
will be important to achieve this result. Weight 
reduction will bring about a simplification of de- 
sign and increased manufacturing production of 
glass items. [] Most of the designs on which we 
are presently working are dictated at the request 
of our customers. There is a definite trend now 
for the design of bottles and jars which have a 
social acceptability that will find them on dining 
or kitchen tables. 


Nesbitt Associates 

Saul Nesbitt 

We believe there should be more packaging spe- 
cifically developed for peg board and rack type 
display—particularly for the increasing variety and 
number of products retailed through supemarkets, 
chain drug and variety stores. [] There will be a 
marked demand for (and shift to) such packaging 
—because of its proved display advantages and 
because, in most cases, it is more economical 
than the strictly rigid box type of packaging. [J 
Package design, within the next few years, will be 
geared more and more to an America “in motion” 
—to the extended living customs that are appeal- 
ing to larger and larger segments of the popula- 
tion. Other terms for extended living, of course, 
are patio living and outdoor living. [] To meet this 
change packaging is therefore destined to mer- 
chandise more quick, ready-to-use dishes—to in- 
corporate more self-contained and easily dispos- 
able pans and dishes. [] We predict that, in the 
merchandising of an increasing number of food 
products, packages will become smaller, more 
compact as these products are more widely dis- 
tributed in concentrated, prepared and semi-pre- 
pared forms. [] We also predict an entirely new 
angle in package design—that of the development 
of a package to serve as a product in itself. Such 
a package’s major market will be the ever-expand- 
ing premium field. Those we have on our studio 
boards at the present time include a pencil holder, 
sun dial, coin counter and a letter scale. [] We 
also feel certain that, material-wise, there will be 
much wider application of the plastics in both 
film and rigid forms. Eventually, professional de- 
signers may have the great satisfaction of work- 
ing with plastic films that have rich textural effects 
—wood grains, marbles, furs and various fabrics 
such as tweeds, brocades and corduroys. And the 
day cannot be far off when we may see strands of 
metallic threads or colorful flakes impregnated in 
flexible films for luxury packaging applications. 
In time, there may be some packaging materials 
impregnated with perfumes, pine and cedar scents. 
And it may be not too long before flexible films are 
impregnated with germicides for the protection of 
certain perishable products. 
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Robert G. Neubauer 

Robert G. Neubauer 

Future packages and their designs will need to be 
less confusing—even more simple and much more 
effective as an improved phase of communication. 
In short, the one time “silent salesman” must be- 
come the “articulate” package. Recent surveys 
indicate that consumers spend 50% more time in 
supers and buy only one additional item. This 
resistance could be due to visual confusion and 
lack of reassurance. [] Sharp shifts will come as 
a direct result of heightened client response and 
consumer acceptance of greater truth and infor- 
mation presented in a simpler, more direct and 
believable manner. In short, a design and concept 
reduced to its barest, most essential elements will 
be the direction. [] New designing presently in 
process follows this thinking: a) Avoidance of 
visual confusion. b) Strengthening of brand image 
and its importance on all selling areas as further 
evidence of quality of product. c) Placing stress 
behind the importance of the first few sales stimu- 
lating words that are read following the units of 
display that first catch the consumer's wandering 
eye. Immediate visual or verbal answers to any 
doubts. Current designs in process incorporate 
new shapes—textures—conveniences. 


Mel Richman Design Associates 

Ralph J. Brown Jr. 

It is probably more difficult to predict today what 
package designs should be developed for the next 
decade than it would have been to foresee present 
requirements in the early 1950’s. We knew then 
that convenience would be a prime factor in pack- 
age engineering. Then we were also aware that 
the increasing prevalence of self-service dictated 
packaging which would be self-selling to expedite 
the movement of goods off the shelf. [] Astute 
manufacturers today realize that the lure of con- 
venience can draw the unwary producer into a 
position where his packaging costs (for materials, 
packing or filling) no longer allow him to meet 
price competition or operate on a sufficient profit 
margin. The next ten years will likely see more 
stress placed upon economy in selection and 
utilization of basic materials, their fabrication and 
filling, to fix packaging costs at a reasonable ratio 
to sales volume. The what, how and where of 
these economies are difficult to predict but the 
trend has already begun. [] In the last ten years 
the general awareness of the self-promoting role 
of the package in self-service merchandising has 
led to what, in my opinion, is an undue stress on 
the attention-getting function of surface design 
with an attendant loss in product personality. To- 
day’s supermarket has evolved into an arena of 
blatant, glittering products which utilize a remark- 
ably large number of similar visual gimmicks such 
as ovals, “bulls’ eyes” and outline letters calcu- 
lated to draw attention with not enough effort 
directed to developing a visual effect compatible 
with the product itself. [] This trend will of neces- 
sity reverse itself. There will be an increase in 
“product personality” in packaging. For example, 
we might see tea packages which will look like 
they should contain tea, and which could not be 
misconstrued as containers for motor oil, shoe 
polish or insecticides. Someone might even intro- 
duce a “clean” soap package, which would not 
rely upon dynamic swirls and explosions of garish 
color, but which would instead make a quiet state- 
ment of quality and, by so doing, become the 
stand-out in the household products aisle. [] The 
designer will undoubtedly become more important 
in design in the next decade. He will not be so 
often requested to apply “the formula.” 
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A LOOK AT 
TOMORROW'S PACKAGING 


Rochester Institute of Technology 

H. J. Barschel 

| predict future packaging design will not merely 
try to stress “punch” in display values, but, more 
than ever, will stress originality and aesthetic 
values. The future package will also better convey 
an external image of its inner contents—similar 
to contemporary architectural structures, which 
endeavor to reflect their inner function, purpose 
and activity. Improved manufacturing methods 
and easier to handle, less expensive materials, 
which will surely be at the disposal of coming 
packaging designers, will furnish them with 
additional creative potentials. [] Cosmetic pack- 
aging has probably done one of the finest pioneer- 
ing jobs in respect to future design requirements. 
Also- way back—the European wineries, by giving 
their bottles individual shapes, colors, and very 
personalized labels, worked along these lines. [] 
At R.I.T. we find that the more complex packaging 
design assignments are highly educational for 
our graphic design students, even though they 
never specialize in this field; because such 
challenging three-dimensional problems tend to 
induce “all-around thinking” and creative planning 
beyond a two-dimensional plane. [] The presen- 
tation we require is a well rendered, comprehen- 
sive dummy, atractively set into its own special 
counter display unit. 


Crowell Carton, Division St. Regis 

Alf Nelson 

Looking ahead into the sixties we see packaging | 
growing from a seventeen billion dollar a year in. 

dustry into a thirty-five billion dollar a year giant 

by 1970. In this decade new packaging materials 

and new and improved techniques of using present 

materials will evolve. [] Self service merchandis- 

ing constantly invades new fields. The pressure of 

the wage price spiral as well as the possibility of 

an increase in the legal level of a minimum wage 

will no doubt accelerate this trend. Even in outlets 

not strictly self service it has been found that 

80% of the goods are sold during 12 hours of the 

shopping week. Since it is impossible to staff 

adequately for these peak periods, all packages 

must become more informative. All facts neces- 

sary for a purchase decision must now appear on 

the package without jeopardizing it’s graphic 

aggressiveness. Common sense research in this 

area of informative packaging can pay handsome 

dividends. [] Greater leisure and high labor costs 

are making us a nation of do-it-yourself fans. This 

market requires entirely new concepts of unit 

packaging with informative labeling keyed to the 

amateur and devoid of technical idioms. [] As 

demand for luxury items and rising living costs 

make many families dependent upon the earnings 4 
of both husband and wife, pre-prepared foods find 
an ever growing market. Radically new packaging 
concepts are required for these products. Speed 9 
and ease of preparation, convenient storage and 
easy disposal after use are important for this class 
of packages. Combination packages of flexible 
plastic materials, light weight metals and box- 
board present great promise. In the past, too little 
advantage has been taken of combinations of each 
of these material’s unique qualities. [ Traditional 
concepts of packaging must be carefully ex- 
amined. Innovations in construction and materials 
that provide convenience and use will give a com- 
petitive edge to merchandisers with imagination 
and foresight if these concepts fit into present or 
projected marketing concepts. [] Technical im- 
provements in printing are now becoming avail- 
able and alert designers must be aware of these 
possibilities. 
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Litho in U.S.A. 


In Packaging... This color difference can make the sale 


The bright color on the right is an example of the extra dimension of Day-Glo can help make 
printing with Day-Glo® fluorescent red. On the _ the sale. New low-cost Day-Glo inks are now 
left is an extremely bright non-fluorescent print- available for the whole range of packaging 


ing ink. If the comparison appears exaggerated, 
it is because along side of Day-Glo any non- 
fluorescent color looks lifeless. The brightest 
shades of ordinary color reflect only part of the 
light to which they are exposed. Fluorescent 
color reflects and converts most of the energy of 
light into brilliant colors of exceptional purity. 
Day-Glo is inherently more intense, with a fresh 
new power that glows from within. 


If your package depends on point-of-sale impact, 


Day-Glo is a registered trademark of Switzer Brothers, Inc., originators of daylight fluorescent colors. 


requirements, as well as for brilliant displays, 
posters and other printed material. Eight stand- 
ard colors give trouble-free production in letter- 
press, lithography, gravure or silk screen. 

For more information and color samples, write 


SWITZER BROTHERS, INC. 


Printing Ink Division, 4732 St. Clair Avenue, Cleveland 3, Ohio 
Sales Offices in New York, Chicago, Los Angeles 
and Berkeley, California 


il 
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A LOOK AT 
TOMORROW'S PACKAGING 


Scott Paper 

David B. Lansdale 

New package designs are as inevitable as the 
problems they help overcome. In supplying the 
grocery trade, for example, we seek to alleviate 
problems confronting the merchandiser who in 
recent years has found he must stock an ever- 
increasing number of items. [] We believe new 
designs should be created for both the consumer 
and the merchandiser. Whatever the requirement 
—whether for the present or the future—new 
packages should be designed to: 1. Facilitate han- 
dling, storage and display; 2. Assure quicker and 
easier identification and price-marking; 3. Prove 
easily adaptable to existing storage methods, 
especially palletizing. (] Better packages—pro- 
duced more economically—are certain to result as 
new materials become available and new techni- 
ques are developed. Shipping containers, for 
example, will probably undergo significant changes 
within the next ten years. Less material will be 
required. Today, Scott already is shipping indus- 
trial towels in multi-wall bags. These bags are 
extremely durable and can be formed into a neat 
package for easy shipment and storage. [] As 
an inner package, solid bleached sulphate doubt- 
lessly will be used more and more in the manufac- 
ture of carton board. This stock permits many ad- 
vantages because it is: 1. More sanitary; 2. Strong- 
er; 3. More resilient; 4. More attractive, thereby 
offering improved appearance both inside and 
out. [] It appears that cold-formed, mechanically- 
locked polystyrene will prove very successful as 
an inner packaging material. When it becomes 
economically feasible for general commercial use, 
this polystyrene will make possible a neat dis- 
penser-type, transparent package—with good shelf 
stacking characteristics. 


John Zeigler 

Here are four forecasts: 1. The current trend to a 
wider adaptation of the fee system as a substitute 
for the standard commission may well permit ad- 
vertising agencies to evolve a more practical real. 
istic basis of billing package design. Agency par- 
ticipation in package design will benefit the client 
through a more efficient integration of package 
design with other phases of the development of 
the product personality, marketing and creation 
of advertising at all levels of distribution and in 
all media. The inventive art direction available 
within the leading creative advertising agencies 
can lead to a considerable improvement in pack- 
aging graphics, which has not kept pace with the 
advances in graphics made by print advertising. J 
2. Designs of the future for mass produced con- 
sumer packages will have to be directed toward 
a more visually oriented or “symbol conscious” 
consumer and this will obviate the necessity for 
the “billboard logo” and permit more distinctive 
graphics. The reason: wider use of color-tv and 
ROP color in newspapers will pave the way for 
packages that can be easily identified at the point 
of sale through new uses of color, textures and 
symbols. [[] 3. There will be fewer consumer “show- 
tests” on packages for the following reasons: 
tighter time schedules in new brand introductions 
due to competitive activity; loss of security con- 
trol in testing; high cost of “show-tests”; greater 
reliance on the experienced package designer who 
has proved through past efforts that he has a 
complete knowledge of, and is in tune with, con- 
sumer design tastes. [] 4. There will be increasing 
pressure on the package designer to create pack 
aging that can be adapted to the automatic pack- 
ing line. This is particularly true of promotional 
packaging involving the use of free premiums, 
deals and multi-packs where the high cost of hand 
assembly is greatly affecting profit margins. At the 
same time, these automated packages must be 
visually effective. 
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PROGRESSIVE PROOF: for eight decades, from the “stone age” to the latest 


high-speed, electronically controlled, multicolor web-fed lithographic 
presses, the Amalgamated Lithographers of America has built a rich 
heritage and a tradition of craftsmanship. 

Keystone to the ALA philosophy is its unwavering belief that a good 
craftsman is good economy. In more than 3,000 ALA shops throughout 
North America and Hawaii, the ALA is continuing and enlarging its 
long standing program of in-plant training and technological education 
for its members. 


PROGRESSIVE PROOF: lithography is the fastest growing method of repro- 
duction in the graphic arts. 

Typical is the new web offset installation (right) going into Parish 
Press in New York, a Local 1, ALA shop. The makeready is a matter of 
hours vs. days by other methods. 

Superior quality work is on its way to the customer while other repro- 
duction methods are still in makeready. There are no disappointed 
customers. 


PROGRESSIVE PROOF: the Amalgamated Lithographers and the industry 
have worked together honing the skills and nurturing their knowledge 
of technology and automation. The continuing result: higher quality, 
_ greater production, lower costs. Whatever your needs—packaging or pub- 
lishing—specify progressive lithography. 
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“Iam delighted to have a chance | 
to appear with you today, Eddie. 
You represent a very able and 
responsible union and that union of | 
yours has a long and distinguished | 
history—and I say that after having 
been in the Labor Committees of the 
House and Senate for 14 years.’ 


JOHN F. KENNEDY | 
(November 2, 1960, in a television program, “ECONOMIC GROWTH”, with Edward 
Swayduck, President, Local 1, Amalgamated Lithographers of America.) 


A TRADITION OF FRATERNITY AND CRAFTSMANSHIP SINCE 1882 


Founded in 1882, the Amalgamated Lithographers of America adheres to the prin- 
ciple of service to its membership and the Lithographic Industry at large. 


All officers must be skilled craftsmen themselves. They are elected by sealed ballot 
referendum of the local rank and file membership. 


Local 1, founded in 1882, carries forward this tradition of union democracy in the 
metropolitan area of New York. Here more than 8,000 ALA members serve the 
varied and exacting needs of the world’s largest concentration of publishing, com- 
munications, and graphic arts enterprises. 


AMALGAMATED LITHOGRAPHERS OF AMERICA 
Local 1 + Edward Swayduck, President + 113 University Place, New York 3, N.Y. 


Design: Robert Hallock Photography: Robert Emmett Smaliman Lithography: Parish Press by members of Local 1, AAS © 
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Standard Packaging 

Guy Byassee 

We feel there is a definite trend to the “quick 
fixing” foods. And with this in mind we are direct- 
ing some of our development in this area. We are 
also experimenting with various coatings that will 
enhance appearance of the package and offer 
better product protection. [] Considerable time is 
being spent on vending size and individual serv- 
ing portions size packaging, incorporating new 
shapes more adaptable to automatic loading and 
improved in appearance. [_] We plan to continue 
to develop and improve reclosable features: design 
packaging easier for the consumer to open and 
use, and bring out features that will aid in storage 
(refrigerator, freezer and cupboard). [] We are 
aware that coordination between advertising and 
designing helps to make a new package a suc- 
cess. We feel a closer working relationship be- 
tween the two will reflect in savings (time-wise 
and money-wise) for both the purchaser and the 
supplier. 


St. Regis 

Gardner Lans 

More tailormade packaging will be possible 
through the extensive use of combinations of ma- 
terials, laminating, formulating, treating and coat- 
ing—depending upon the requirements of the 
product to be packaged. [] New combinations of 
paper and plastics, for example, are opening areas 
for the use of paper in competition with heavier 
and costlier materials such as wood, steel, alumi- 
num and glass. Polystyrene foam in combination 
with kraft paper, first as a rigid, sandwich material 
and more recently as a flexible combination is 
just one example. [] Boxes fabricated from pre- 
printed linerboard enhance customer merchan- 
dising appeal of corrugated containers. In this 
new process, multi-color printing can be carefully 
controlled on rollstock because the printing takes 
place in advance of the fabrication of the corru- 
gated board. [] Extensible papers and the newly 
introduced embossed extensible papers will gain 
a considerably larger share of the market. 


Stuart and Gunn 

William N. Gunn 

We could possibly say that packages that are prac- 
tical and keen in design should be stressed. Also 
color of packages should be watched carefully, so 
the consumer does not get “color fatigue,” which 
results from the use of a color which is popular 
from year to year. It is also difficult to forsee any 
sharp changes in package design in the next dec- 
ade, also due to the fact that the products that are 
to be packaged do change radically from year to 
year, or season to season. In past years foods have 
become dehydrated, or in form not used before, 
therefore a new and different packaging approach 
is needed. Also a form of “window” packaging has 
come into being, so the consumer can see what 
he or she is buying. 


Syracuse University School of Art 

Arthur J. Pulos 

| believe that the next ten years will bring a far 
greater number of changes to package design than 
the past one hundred years has. This strong state- 
ment may be justified in one of several ways. 
First, although everyone has for some time been 
talking about new materials for packaging, it has 
only been recently that these have made a serious 
in-road into the area dominated so long by paper 
products. Second, | am hopeful that the product 
which now requires three packaging forms to con- 
vey it to the consumer, that is the initial container, 
the display container, and the shipping container 
may find these all imaginatively combined into one 
“container—package—carton.” Third, | am con- 
vinced that containers to come will be designed 
in such a way as to eliminate the current problem 
of having to provide a separate appliance for open- 
ing and closing. And, lastly, | am convinced that 
the consumer is thoroughly disenchanted with the 
use of a package as a selling tool and will turn to 
packages serving more functional purposes. 
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A LOOK AT 
TOMORROW’S PACKAGING 


Alan Berni & Associates 
Alan Berni 
Because so many new materials are used for fabri- 
cation today and will be further perfected in the 
future, the path points to the development of new 
forms in the field of package design. Plastic in its 
many forms—whether hard, soft, blown, or ex- 
panded, has for instance proved eminently adapt- 
able. A variety of new forms can be designed from 
the opportunities plastics provide. [] As a conse- 
quence of such versatility in materials, we should 
work to create new generic shapes which will be- 
come readily recognized by the consumer, and at 
the same time result in simplification of the ar- 
rangement and stacking of the packages by the 
retail clerk. We have conducted an interesting 
experiment on generic forms using two popular 
items: we substituted milk for the contents of a 
catsup bottle, and placed catsup in a milk bottle. 
The result: the trusting, conditioned consumers 
tested were certain that the catsup bottle con- 
tained white catsup and the milk bottle red milk! 
Tests of this kind have clearly indicated to us 
that the consumer has begun to recognize and de- 
pend upon certain forms and proportions in direct 
association with specific products—without the 
need for any graphic identification or description. 
(] There definitely will be a shift to more and 
more simplification of graphic design for easier 
and faster product and brand name identification. 


DWG Cigar Corp. 

Seymour Chodorkoff 

One of the most pressing needs of the cigar indus- 
try is the development of pocket packs which offer 
greater efficiency in terms of retaining product 
freshness. [] Today's retail outlets, well heated in 
winter and air-conditioned in summer, create con- 
ditions which tend to dry out cigars very rapidly. 
This, of course, requires considerable vigilance on 
the part of our salesmen to make sure that dry 
merchandise is replaced with fresh. This cuts 
down on the time which is available for productive 
selling. 


Robert E. Van Rosen 


In this decade, | visualize a terrific rise in blister 
packaging. Another trend that | foresee is a new 
kind of folding carton which will be made from 
cheap plastic sheet. This will definitely upset the 
folding carton industry. | believe that this kind of 
carton will cost ¥% less than paper cartons. Also, 
more products will be packaged in multiple units 
for easier carrying and greater sales. Canned and 
boxed products will be sold in units of 3 or 6 or 
more. [_] An area that needs improvement is the 
packaging of cookies, crackers and other goods of 
this sort. 


Robert Zeidman Associates 

Robert Zeidman 

We believe that in the future there will be many 
functional as well as surface changes in packag- 
ing, and many of these innovations will be aimed 
at increased flexibility. Take for example some of 
the experimental packaging we have developed for 
baby foods. [] We have designed two types of baby 
food packages which depart radically from the 
conventional glass jar. The first is individual por- 
tions of baby food packaged in aluminum for 
greater flexibility in meal planning. The separate 
portions are joined together in a continuous foil- 
strip package which permits the housewife to tear 
off the amount she needs, leaving the remainder 
unopened and well-preserved. Combination kits 
can be packaged which contain a dietetically well- 
balanced meal for the baby consisting of meat, 
vegetable and dessert. Materials for this type of 
package are readily available, and the techniques 
involved are well within the capacity of existing 
packaging machinery. [] We also think that the 
use of plastics for baby foods would satisfy the 
consumer's desire for transparency and cleanli- 
ness, while offering greater convenience in shop- 
ping and storage. 
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ate The MODIFLEX features precision calibrated devices to produce consistent, professional quality camera 
- distortions with the utmost simplicity, accuracy, speed and versatility! 

der : Perspectives, Italics, Curves, Reproportioning, Thinning and Weighting, Bas-Reliefs, Outlines and Shadows, 
cits i Sur-Prints, etc., can be achieved in any degree, to match your layouts, exactly! 

7 Minimum one-way modification, making circles into ovals, condensing or expanding Trade Marks, etc. to 
a overcome distortion in Rotary printing, can be applied directly to the film negative, thus eliminating costly 
ses i and tedious hand art. In addition, the MODIFLEX also produces the finest, reproduction quality Stats, Fiim, 
ing Copyprints, Screened Negatives and Velox Prints. 

he 

he 


Available with or without darkroom or accessories, the MODIFLEX is a ‘‘must”’ 
for Typographers, Art Services, Package Designers, Manufacturers of Cartons, 
Containers, Wraps, Labels, etc., as well as TV Stations, Publishers and Printers. 


STATNM ASTER CORP 3552 East 10th Court « Hialeah, Florida « OX 1-5730 
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The Modiflex is unique for its, versatility and precision 
engineering. Photographie effec’ such as Italics, Repro- 
portioning, Curves, Perspectives, Outlines, Cast Shadows, 
Sur-Printing, Bas-Reliefs, etc. can be achieved quickly 
and economically with controlled aecuracy and superb 


reproduction quality. 


When the copyboard and adapter back are set at 90 
degress, amyone can make the finest, sharpest, repro- 
duction quality Stats, Film Photoprints or Veloxes in 


a matter cf minutes. 


CUT-AWAY PHOTO SHOWS INTERIOR ARRANGEMENT OF MODIFLEX 


Presto! . . . Changol 
. Touch a button 
here, loosen a knob 
there and you’re ready 
for a limitless range 
of dimension and dit 


tortion effects. 


Photos at left 
| above, illustrate the 
 gwing and tilt mecha, 


isms exclusive with the 
Modiflex. 


P 
4 
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MODIFLEX 
s truly 
agic in 
otion” 


2. Photo at upper right illustrates the sheer simplicity, 


speed and accuracy in setting the copyboard for 
making Stats or Film . . . enlarged or reduced up 
to 350% in one shot. A pair of Cold Cathode light 
grids in tilting reflectors, travel with the copy- 
board and provide cool, even illumination at any 
setting. Sliding arms enable the lights to be extend- 
ed to cover large copy. (Over 30’ x 40’). 


3. A Cold Cathode light grid 12 x 15 inches recessed in- 


to the copyboard, transforms the Modiflex into an 
enlarger for black and white or color film copying. 


Calibrated scales make focusing unnecessary. En- 
largements or reductions can be set in perfect focus, 
instantly, by matching the scale settings on the 
front and inside tracks. 


. Protractors on the copyboard and adapter back, 


enables the operator to achieve mathematical pre- 
cision in making distortion shots. Locking handles 
hold the copyboard and adapter back firmly in 
place, in tilted or straight position. 


MODIFLEX owners proudly endorse 
its versatility... fine performance... 


Advertising and production men everywhere agree 
that the Modiflex is the most unusual and prac- 
tical unit in the field of photocopying. And with 
good reason! The Modiflex is a precision camera 
and darkroom combination especially designed for 
the graphic arts. It incorporates the five basic 
photographic elements in one compact and efficient 
unit. It’s a stat camera! A process camera! An en- 
larger! A “lucy” for tracing! A contact printer! 


The unique adapter back shown 
here, is split vertically to permit 
quick insertion of all types of 
paper and film. Visible viewing 
before and during exposure elim- 
inates guesswork, saves time 


and materials. 
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The new Rotary printing presses are a vast improve- 
ment over the old flat beds. However, because they 
use rubber plates, there is a certain degree of stretch 
in the overall image. This has become a disturbing 
problem to correct. 


Statmaster engineers have created a special lens, 
which is available with the Modiflex as optional 
equipment. This lens will condense the image before 
it is transferred to the rubber, to the exact percent- 
age of the resulting percentage of stretch. By placing 
the original copy under this lens, a Stat or Film 
negative may be made in one shot. . . enlarged or 
reduced to any degree . . . and distorted to compen- 
sate for the exact amount of the Rotary distortion. 


Manufacturers of packages, boxes, cartons, wraps, 
etc., will be delighted with the simplicity, accuracy 
and fantastic economy provided by this lens. 


The lenses shown here, are available in a large variety of 
sizes and shapes and are provided with a special stand which 
can be set up on the copyboard . . . in seconds. 


The original copy can be raised or lowered away from the 
undersurface of the lens to enable the operator to control 
the exact degree of distortion required. The techniques for 
copying with these lenses are the same as shooting a Stat or 
Film under the copyboard glass. 


The lens and stand are 
placed on the copyboard... 
the scale is then set for 
the over-all size, and the 
copy is moved up or down 
on a series of shelves to pro- 
duce a minimum or maxi- 
mum amount of distortion. 


In many cases where the 
copy can take it, 40% dis- 
tortion can be achieved by 
shooting the copy twice 
under one of these lenses 
... first, from the original 
and then from the paper 
negative. 


‘he Modiflex helps the a 


Shown at left is an example of dif- 
ficult copy in a circle. Illustration 
at left has been condensed about 
eight per cent in height, while the 
width remains the same. Although 
Rotary distortion rarely runs over 
three per cent, we chose to distort 
our example more, so that the dif- 
ference would be readily visible to 
the naked eye. 


Italics up to 15 degrees to 
the left or right can be 
achieved in one shot. More 
extreme italics can be made 
by shooting the copy twice 
as described above. 


‘tist, typographer, letterer and designer. 
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PORTED FROM DENMARK 
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Camembert that’s 
deliciously ripe 
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IMPORTED FROM DENMARK 


Camembert that’s 
deliciously ripe 


At long last—Camembert you can count 
on! It’s made for you in Denmark from the 
“golden” milk of the famous Danish dairy 
cows... soft-ripened and tinned to reach 
you at the full-flower of its flavor. Give 
it an hour (or two) at room temperature, 
and you'll have the Camembert of your 
heart’s desire. And Kraft brings it to you 
at plain U.S.A. prices! 


At long last—Camembert you can count 
on! It’s made for you in Denmark from the 
“golden” milk of the famous Danish dairy 
cows... soft-ripened and tinned to reach 
you at the full-flower of its flavor. Give 
it an hour (or two) at room temperature, 
and you'll have the Camembert of your 
heart’s desire. And Kraft brings it to you 
at plain U.S.A. prices! 


CAMEMBERT IMPORTED 


SOFT-RIPENED IN DENMARK 


Camembert that’s 
deliciously ripe 


At long last—Camembert you can count 
on! It’s made for you in Denmark from the SOFT-RIPENED IN DENMARK 
“‘golden’”’ milk of the famous Danish dairy : 

cows... soft-ripened and tinned to reach 
you at the full-flower of its flavor. Give 
it an hour (or two) at room temperature, 
and you’ll have the Camembert of your 
heart’s desire. And Kraft brings it to you 
at plain U.S.A. prices! 


Reproportioning of complete ads is achieved 
quickly and easily with the Modiflex. Stretch- 
ing or condensing of one proportion while keep- 
ing the other constant can be controlled from 
1% to 100%. 


There are two methods of producing these con- 
trolled distortions with the Modiffex. For effects 


= up to 20%, the copy can be placed under one 
IS of many Modification lenses available as aux- 


iliary equipment. 


For distortions over 20%, the tilting mechanisms 
with the protractors are recommended to obtain 
the maximum in reproduction quality. When 
certain portions of an ad cannot take the full 


SOFT-RIPENED IN DENMARK 


RAFT CAMEMBERT IMPORTED 


HEI! 


Reproportioning of complete ads is a time and degree of distortion, they can be enlarged or 
money saver for those advertisers who have reduced in the normal way and stripped into 
tM run the same ad in different publications, the finished, modified print. 


Where page sizes vary. 
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PERSPECTIVES...trom PACKAGES and FLAT COPy 


Perspectives, simple or extreme, in line or continuous tone, are easy to do with the Modiflex. The swings 
and tilts of the copyboard and adapter back, give you perfect control of depth, width and slant at all times. 


GILEAD COTIWS 
GILEAD 


GILEAD 
GILEAD 


GILEAD 


SHEP, Miu 
PRODUCT; 


SHEETS, Sta? Castile 
and i 


Shampoo 
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Perspectives can be applied 


to photographs, type, let- 
tering, trade marks, etc. 
and can be shot to any 
direction...to any degree 
...with or without italics. 


HEIGHT 


The variety of effects made 
possible with these mechan- 
isms are limitless, and sharp- 
ness of the over-all image is 
assured, due to the superior. 
ity of the optical equipment. 


Packages can be _ photo- 
graphed on paper or film, 
either set up or flat, and 
colors can be dropped out, 
held or filtered for color 
separation. 


Tedious “Lucy” work can 
be eliminated by making 
perspective stats of any ob- 
ject on contrast or contin- 
uous tone paper or a com- 
bination of both. 


Packages shown here were 
shot from the actual color 
originals and rendered as 
line drawings simply by 
making a series of stats on 
contrast paper and ruling in 
the outlines on the negative. 
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; Example shown below has been made 
froin a two-color printed magazine ad. 
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3 Italics can be achieved from 
ay type of copy and controlled 


: to any degree of slant. Height 

the world’s rnost versatile carnera er width can be held, or 
stretched, shortened, expanded 

s or condensed, while italicizing. 


Illustrations at left show the 
extreme versatility of italiciz- 
ing and reproportioning in 


STATMASTER 


the world's rmost versatile camera range is limitless. 


Italics can also be combined 
with perspectives or curves and 
complete control of all dimen- 
sions, slants, etc. make it sim- 
ple to match any layout. 


Examples on. this page illus- 
trate the importance of italic- 
 iging the original copy to match 


the slants and perspectives of 


the worlds most versatile camera unit... exactly! 


... Will reach the plastics market 
at the peak of its interest in materials, 
equipment, and special services— 


ORIGINAL 


... Will reach the plastics market 


at the peak of its interest in materials, 


equipment, and special services— 
Bxample above, is one of many unusual 
(fects that can be achieved witl: italics in 
combination with paste-up. 
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Come to beaidliful, 
HAWAII 


THE PARADISE OF THE PACIFIC 


To achieve the effect shown at 
right, a film negative and positive 
were made of the lettering. A 
screened negative was made of the 
photoprint. The entire effect was 
reproduced on one sheet of paper, 
with a series of exposures and over 
printing, with the negative and 
positive film. No — or 


and THIRD DIMENSIONAL EFFECTS 


Another outstanding feature of the Modiflex, is the simplicity with which 
outlines, cast shadows and bas-reliefs can be obtained. Line copy, such as type 
or hand lettering can be rendered in a single thickness outline . . 
and cast shadow or in third dimensional relief . 
grounds, or with screened backgrounds. 


. in outline 
. with continuous tone hack. 


Third dimensional effects can be made in line or halftone, or in a combina-. 
tion of both. To produce similar effects through other methods, would be 
extremely costly and time consuming. Cast shadows can be made in any 
width and can be controlled from a solid line to an air brush haze effect. 


With the Modiflex, you can elim- 
inate expensive engraving time, 
complicated guide-line drawings 
and tricky overlays. You can take 
any black-and-white copy and pre- 


_ pare it for two, three or four-color 


separations. Let your Modiflex 
render it in outline, with or with- 
out shadow, and with complete 
color register accuracy .. . the 
Modiflex will let you apply sur- 
printing to any halftone, continu- 
ous tone, line copy or combination 
you may wish. 


Bas-Relief effects shown at left 
are but a few of the infinite va- 
riety that can be accomplished 
with the Modifiex. Illustration at 
extreme left, was reproduced from 
the original art. Second illustra- 
tion was achieved from a perspec- 
tive shot made from the original. 
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@utlines can be controlled to any 
thickness and shadows can be slanted 
@any direction. Depth can be con- 

tolled to any degree. Shadows can 
achieved as follows: connecting 
With the Jetter, or dropped down 
from the letter in a solid or soft, 
brush effect. 


You can add glamour to your 
trade marks, logos, type or 
hand lettering with an outline 
or an outline and cast shadow 
effect. Additional film nega- 
tives can be made in register 
for color separation. Film 
positives can be supplied for 
dropping out white areas. 


A wide selection of backgrounds 
in line, continuous tone or half- 
tone can be sur-printed behind 
the outline and shadow, with- 
out retouching or opaquing the 
clear or white areas. 
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CURVES ... trom FLAT COPY...and from OBJECTS 


The curves illustrated here are but a few of the limitless effects that can be achieved with the Modiflex. These were 


chosen to emphasize the amazing over-all sharpness and faithful reproduction quality . . . 


bse of PRINT Magazine 
et the creation of a 
PUBLICATION 


DESIGN 


bling team that has made 
leading graphic design magazine, 
—— Specifically edited for the 
Ing mat on the packaging concept, select 
rial, specify the packaging 


Package’s appearance. 
DESIGN 
UBh.isthis new publication’sname. 
= nti titer to this exciting new magazine 
at a pre-publication price 0 


hewtions. (Regular rate will be 
dy order card in this issue- 


DESIGN 


York 17 MUrray Hill 7-6150 


£2 


The Modiflex helps the artist, typo- 
grapher, letterer and package de- 
signer by producing finished art 
photographically, in minutes... 
that normally would take hours or 
even days. 


Because the gift tells SO 
“Deut the giver:: 


Give the World’s Leading Whiskey in Seagram’s 
Luxury Satin... Give Seagram’s and 


Proportions can be controlled, stretched, 
shortened or italicized in either direction 
while curving the copy to fit your lay- 
out exactly. Curves can also be com- 
bined with perspectives to produce ad- 
ditional effects. 


Combination screen and line print shown 
below was accomplished as follows. . . 
from the actual red, blue and silver 
coffee can: First the can was photo- 
graphed on continuous tone film, from 
which a copy print was made. Then the 
can was rephotographed on line paper 
in same size and position as the first 
shot. The photoprint was retouched 
slightly and then shot for a screened 
negative with a Kodak Magenta screen. 
A velox print was then made from the 
screened negative. A positive (stat) made 
from the paper negative, was pasted in, 
over the velox print. 


in a variety of type styles, 


The Wisk can in red, yellow 
and blue, was shot from the 
actual object on Statmaster 
contrast paper. The print wa 
retouched slightly in negative 
form and then copied again 0 
paper to make the positive 
shown above. The tremendow 
latitude made possible with 
object photography on tht 
Modiflex, eliminates tedio 
“Lucy” work. Stats or photo 
of objects can be made on all 
grade of paper or film and will 
a little art work or retouching 
can be used as finished art. 
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As a Stat Camera ...the 
Modifiex has no peer. 
it is fast, economical, 
versatile and extremely 
simple to operate. Any- 

one can make the fin- 

est, sharpest, reproduc- 
tion quality Stats, glossy or matte, in line or 
continuous tone, negative or positive, enlarged 
orreduced, with only a few hours of instruction, 


The Modiflex features an uni- 

que Cold Light enlarger unit, 

built into the copyboard, makes 

enlargements or reductions up 

to 350% in one shot, from color 

or black and white film. No 

measuring or tedious focusing 

ealibrated scales give exact sizes perfect 
focus, instantly. 


For Offset, Muiltilith 
or Letterpress print- 
ing, The Modiflex 
produces the finest 
TSE quality Film, in Line, 
ge Continuous Tone or 
Screened from 30 to 
150 lines to the inch, right or wrong reading. 
Makes Velox prints by projection or contact. 


ul 


. Enlargements and reductions (up to 350% in one shot) 


The MODIFLEX is the world’s most ver- 
satile, ALL-IN-ONE photographic unit 


Exclusive features such as these make the Modi- 
flex a “‘must” in every Graphic Arts Department 


from paper to paper, paper to film, film to paper and 
film to film, or from objects, right reading or wrong, 
from color or black and white. 


. Calibrated scales for copyboard and enlarger unit to 


give exact sizes of enlargements or reductions in per- 
fect focus... instantly. 


. Cold Light units travel with the copyboard and provide 


perfect illumination for opaque or transparency projection. 


. There are no wheels, gears or motors . . . yet the copy- 


board and lights travel up and down so quickly . . . and 


with such ease . . . it’s almost like “Sleight of Hand’”’! 


The specially designed adapter back, is split vertically 
to permit the quick insertion of any size or type of 
paper or film. 


The Modifiex can also be 
used to handle all office 
copying, on paper or film. 
Valuable documents can 
be copied in greatly re- 
duced size, saving val- 
Wable time and space. 
Photos from small objects can be made on 
paper or on film in color or black and white. 


AS a trick camera, the Modiflex stands alone 
a8 pioneer in camera engineering, for sim- 
plicity of operation, accuracy, versatility, and 


Phenomenal reproduction quality. The limitless 


i range of trick effects produced by the Modiflex, 


Opens new vistas for the Graphic Artist, Typo- 
@epher, Printer and Publisher. 


6. 


Visible viewing before and during exposure, eliminating 
guesswork and waste of time and materials. Visible 
developing and fixing allows the operator complete con- 
trol of tone intensities. 


. The Modiflex can also be used to make contact or 


“flopped”’ prints or film negatives or positives. It can also 
be used as a “Lucy.” Projection of image can be made 
directly on art board, eliminating tracing and transferring. 


.The Modiflex is especially designed to produce trick 


effects such as Italics, Reproportioning, Curves, Bas- 
Reliefs, Sur-Printing, Outlines and Cast Shadows and 
Perspectives. 


N ® | 
ere / 9 
/ bi CAMERAS-IN-ONE! | 
\j combines -IN- : 
| 
A 
at er li * 


THE MODIFLEX is AVAILABLE IN TWO MODELS 


The Modiflex’ is completely equipped with all accessories as listed under specifications and prices and inc!udes 
installation, instruction in every phase of photography, plus an initial supply of Statmaster paper and chemicals, 
Accessories such as vacuum backs and pumps, printing frames, heavy duty dryers, light tables for negative view. 
ing and retouching, etc., are optional at additional cost. Prices available on request. 


The Model #2 shown above, is most popular with 
art services and art departments of industrial firms. 


All units operate on 110v. house current. Hook-up for water requires 


SPECIFICATIONS MODEL No. 3 


DARKROOM ... 8 ft. x 10 ft. x 7% ft. high, con- 
structed of Duolux, either Marlite or metallic finish. 


PLATEN ... 18” x 24” aluminum construction, 
same as Model No. 2. 


COPYBOARD ... 23’ x 31” aluminum construc- 
tion, with same features as Model No. 2. 


LENS AND PRISM. ... Goerz 18” Red Dot Artar 
complete with calibrated scales for perfect, instant 
focus at any setting. Enlarges 350%, reduces 
250% in one shot. 


SPECIAL FEATURES .. . Tilting copyboard, 
tilting platen, dual copylights for trick photo- 
graphy, protractors on copyboard and platen. 


ACCESSORIES for MODEL No. 2 and MODEL No. 3 


Both models come equipped with the following 
accessories: Electric timer and shutter control, 
wall and ceiling safelights, exhaust fan, fiberglass 
trough and through-the-wall sink, faucet, drain, 
overflow pipe, hose, water connections, electrical 
connections, squeegee board with fluorescent light, 
squeegee, bleach rack, chrome towel bar, three 
enamel trays, base cabinets, dual paper safe, paper 
cutter, electric drum dryer, three sets of stain- 
less steel tongs, shelves for storing paper and 
film, sponge, etc. 
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SPECIFICATIONS 
MODEL No. 2 


DARKROOM ...5 ft. x 6 ft. x 7 ft, 
high, constructed of Marlite finish 
Duolox, inside and outside. 


PLATEN ... 16” x 20’ aluminum 


construction with scored Plexiglas _ 


pressure back. Holds all sizes and 
types of paper and film firmly in 
place, without adhesives. 


COPYBOARD ... 23” x 28" aly. 
minum construction, complete with 


plate glass and handle, two 24’ © 
Cold Cathode grids in tilting re. i 


flectors with expansion arms to 


accommodate extra large copy. A 5 
Cold Light unit 12” x 15” is built | 
into the copyboard for film en. | 


largement and reduction. 


LENS AND PRISM . . Goer: | 
14” Red Dot Artar complete with | 
calibrated scales which provide per. | 


fect focus at any setting, instantly. 


SPECIAL FEATURES... Tilting 
copyboard, tilting platen, dual copy 


lights for trick photography, pro- z 


tractors on copyboard and platen, | 
Enlarges and reduces 350% in — 


one shot. 


feed pipe and a1 in. drain 


Model #2 and Model #3 are also available 
without darkroom and accessories, for instal- 
lation through existing darkrooms. 


MODEL NO. 3 


Write for free literature, specifications and lease-purchase details 


STATMASTER CORP’ 3552 East 10th Court « Hialeah, Florida « OX 1-5730 


When in New York, visit our showroom at 19 West 44th Street » New York 36, N.Y. * OX 7-9240 
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als, For your own pleasure . . . and when entertaining important clients 


A GF 
NEW YORK’S MOST DISTINGUISHED RESTAURANT 

ride per- 
575 Park Avenue at 63rd Street 


stantly, 
Reservations suggested for lunch and dinner TEmpleton 8-6490. Open daily and Sunday 
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Special Introductory Offer 
to Packaging Design Readers 


Print 


One year—6 issues—$6 (regularly $9) 


Please use the coupon below. 


Please enter my subscription to PRINT be- 


ginning with the current issues—on a “‘satis- 
faction guaranteed” basis. 


BOOSTERS 
displays 


1 year — $6 2 years — $10 
(regularly $9) (regularly $15) la bels 
( Payment enclosed [] Bill me t a gs 
Name Title 
made of foil 
Company lightweight metal 
paper, pressure-sensitive 
roll or single, heat-seal 

City and State 
PRINT CALL OR WRITE 


The Foxon Company Gaspee 1-2386 
P. 0. BOX 1178 PROVIDENCE 1, R. I. 


Offices in 38 Principal Cities 


Is Circulation Department 
1519 Connecticut Avenue 
0 Washington 6, D. C. 
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A LOOK AT 
TOMORROW'S PACKAGING 


Warner Brothers 

Edward C. Kozlowski 

The answer to tomorrow’s packaging lies in the re- 
lationship of man to his environment. His family, 
his house, his work, his city, his markets, and his 
transportation will influence the answers for his 
packaging requiremnts. The changing concept of 
man’s existence continually alters the face of his 
market, and although his surface habits may 
greatly change, one human need remains the same 
—the continuing desire for convenience. [] Con- 
venience will be equally pursued by manufacturers 
who want a better profit for their work; retailers 
who need an efficient selling tool; and users who 
require end-use convenience. Containers will be 
expected to do more than act only as a skin, con- 
veyance, or graphic medium. Packages will be- 
come working convenience tools. [] Think of to- 
day’s working packages—the aerosol, boil-in bags, 
and bake-in pan containers. This convenience re- 
quirement could come to mean the development 
of table-ready heated foods without any prepara- 
tion. (Will we discover a consumer packaging 
method for dispensing ready-made-instant hot 
foods such as soups, beverages, gravies and vege- 
tables?) [] Convenience may mean a foolproof 
system of containing products without the com- 
mon breakages that we now experience. (Does the 
answer lie in the suspending of products in cap- 
tured air suspension systems?) Convenience could 
mean the ease of feeling and seeing a product. 
(Will a new unknown nucleus of matter invisibly 
mask our future products thus totally replacing our 
contemporary cover system of packaging?) [_] Con- 
venience seems to support the need for new sell- 
ing concepts. (Will man, in seated mobile leisure, 
move through a gallery of products electronically 
choosing and automatically receiving his bundled 
purchase at home?) [] Convenience could lead to 
a different food system. (Will we become a pellet- 
fed economy?) [] The fact that we in the final 
analysis can only wonder, does point up the need 
for the knowing of the relationship of man to his 
environment. This is the single most important 
guidepost to tomorrow's effective packaging. 


West Virginia 
A. M. Kaiser 


Our company has under way a broad program © 
which has made significant progress in developing — 
a whole new family of packaging products, each ~ 
uniquely tailored to perform efficiently in an auto. - 
mated, mass distribution age. [] This program © 


has been stepped up in the past year as the result 
of the development of new trends in nearly every 


field based on automation in production, handling 
warehousing and distribution. These trends in. | 


clude bulk loading and palletizing, and the devel. 
opment of mass consumer sales directly from 
shipping containers and vending machines. They 
include more emphasis on impulse buying through 
point-of-sale packaging, and the development of 
packages that lend themselves to coding to permit 
automated handling. [] The new packaging being 
developed by West Virginia is being designed to 
meet the exacting requirements in these many 
fields. In broad terms, these packages are lighter, 


stronger, single-ply containers and wrappers which © 


lend themselves to palletizing and bulk loading. 
At the same time, these new packages give de 
signers more scope and surface on which to prac- 
tice their art, and the affinity for type and color 
to bring that art to life. [] Our packaging program 
also covers new types of frozen food cartons; light- 
weight folding containers; and container-type bags 
and boxes for shipment of both bulk and pack 
aged products, and a variety of improved pack 
ages to hold both dry and liquid food products. 
The new packages in the food field will make it 
possible in many cases to eliminate inner and 
outer wrappers, and provide a better surface, and 
more surface on which to print. [] A number of 


our newly designed packages are expected to be a 
in commercial production as soon as present tests | 
under actual distribution conditions are com) 
pleted. Others have been put through the testing | 


stage and are now in production. 
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keep refrigerated 


ARMOUR 
natural casing 


packed by Armour an 
Ger 


Vase KA, QUL A COOKING DIRECTION TO PAN FRY: Do not prick links Lay in cold frying 


pan and set over heat. Cook slowly for 12.14 minutes, 
TO BROIL: Place sausage on turning once or twice and pouring off fat as it accumulates 
cold broiler rack, set 4-5 inches under broiler unit. Save fat for frying and seasoning 
Broil 6-7 minutes to the side, turning once. 
This method gives especially fine flavor. 


Serve with Grantle cakes and sy: un— Fried mush and 
Scrambied {red eogs—~ Waffles and 
Serve with fluffy omelet—French toast 


Serve with Macaroni and chasse 
Scalloped 


HOW PACKAGING ADDS “SIZZLE” TO ARMOUR SAUSAGE SALES 


Nothing sells food like the sight of food itself—in a fresh, appetizing package! The dazzling 
white and red of this Armour package stops the shopper’s roving eye...the plump sausage links 
start taste buds going. e The white of the package is whiter, color brighter, because there’s 
Caleofluor® White in the board. The impression of quality—purity 
—freshness registers ina flash...turns buying impulse into action! 
¢ To whet consumer appetites for your merchandise, specify 
Caleofluor White in your packaging board. Consult your sources. 
American Cyanamid Company/Dyes Dept./Bound Brook, N. J. 


Armour Pork Sausage Pkge.—Board : Potlatch+ Plus, .016 solid bleached Fourdrin- 
er Board, by Potlatch Forests, Inc., Lewiston, Idaho. Carton by Allen Cartons, 
Inc., Subsidiary of Potlatch Forests, Inc., Dayton, Ohio and Jacksonville, Florida 


aN 
4 9-4 SERVIN 
: Se: ARMOUR natural casing links 
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Who developed 


a cellophane with greater transparency than 
any other? 

a cellophane that heat-seals at lower tempera- 
tures than any other? 

a cellophane that cuts meat wrapping costs up 
to 10%? 

a cellophane that keeps potato chips and other 
high oil-content foods saleable 50% longer? 

a cellophane that withstands sub-zero tempera- 
tures for months without shattering? 

a cellophane that is completely impervious to 
grease? 

a cellophane that gives tough, tight wraps for 
the largest, boniest cuts of meat? 

a cellophane that keeps cupcakes, pound cakes 
and jelly rolls fresh 12 days instead of 7? 

a cellophane that stays clear and sparkling 
under constant refrigeration? 

a cellophane that assures maximum resistance 
to cockling? 

a cellophane that combines greater economy, 
stability and durability than any other? 


Olin did. 

Strong claims? Of course, but each is backed 
by exhaustive laboratory tests or actual customer 
reports. 

And we’re working constantly to develop other 
new cellophanes to give your product maximum 
protection and sales appeal. 

If you have a cellophane packaging problem, 
see your Olin representative or converter. We 
probably have just the cellophane to meet your 
specific needs. If not, chances are, we’re already 
working on it. 


the 
PACKAGING DIVISION Olin 


FILM OPERATIONS, 460 PARK AVE., NEW YORK, N.Y. 
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